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No. 4070. Combination Brown 
and Taupe Kid Side Tie. 19/8 
Franco-China Heel. AAA to B. 
In Stock. 


MNevchite 


No. 6567 Chestnut Brown 
Kid Blucher Tie. 17/8 Conti- 
S nental Cuban Heel. AAA to 
C. In Stock. 


Under the visible beauty of these three styles, 
and scores of others in our new fall line, is the 
unseen value that has won for Star Brand 


shoes the reputation they enjoy among thought- 


ful, progressive buyers who, like us, hold firmly 


to the belief that quality and value and serv- 


ice to the consumer will continue to win. 


No. 4035. Black Star 


Suede Trim Step-in Pump. 19/8 


Louis Heel. AAAA to B. In Stock. p 7] 


When writing advertisers please mention Boot and Shoe Recorder 
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O1C © oF THE . 


NAYY shoes pound the pave- 
ments of New York. The pat- 
tern is one that has not been changed 
in a hundred years. The last is at 
least twenty-five years old; but 
that’s not our principal complaint. 
Why not modernize the garb of the 
gob while Uncle Sam is moderniz- 
ing the ships and guns of the navy? 
For all we know, the traditional 
sailor’s uniform is as old as the 
American navy. Other navies vis- 
iting the Port of New York have 
modernized the shore-going uni- 
forms and the new German battle- 
cruiser has gone the whole distance 
so that the able-bodied seaman is 
as well dressed as an ensign, bar- 
ring the shoulder straps designating 
rank. 


But in the last analysis, shoes 
mark the man and not a pair of the 
new issue navy plain toe shoes is 
to be seen anywhere. Why black 
shoes, anyway? In southern waters 
and warm weather the gobs wear 
white hats and white suits and cer- 
tainly would look better if they 
wore white shoes. 80,000 pairs of 
white shoes on the gobs of the 
navy would play a part in their 
comfort and smartness as well as 
play an industrial part in increas- 
ing shoe manufacture. 
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One of our reporters contacted 
Rear Admiral C. P. Snyder, who is 
Chief of Staff of the U. S. fleet, re- 
garding the feasibility of enlisted 
men wearing white shoes. Rear Ad- 
miral Snyder says: “Due to the con- 
ditions on board ship it is not con- 
sidered that white shoes could be 
kept in good condition as to appear- 
ance; neither would they be as com- 
fortable for the men in doing the 
work which they are required to 
do.” 

A most practical admiral. But 
we had in mind not the work shoes 
but the dress shoes of the navy. A 
gob on board ship may wear for 
work duty tennis-type shoes, but for 
drills and shore liberty he goes in- 
to black. When you consider that 
93.6 per cent of the personnel of 
the navy has had some high school 
or better background of education, 
you are dealing with a new navy 
man—skilled in the use of the tools 
of war. Dress them up to their new 
professional rating—not down to 
past prejudices. Young men make 
their enlistment serve as an ad- 
vanced schooling in the mechanics 
of discipline of navy work. We are 
proud of them. We are proud of 
their high standing. We should 
make them equally proud of their 
uniform ashore; and being shoe 
men we naturally believe that the 
navy needs to be refurbished—feet 
first. 


Noses HEINTZ of Quincy, 
Ill., celebrated his 95th birth- 
day recently. He is the oldest active 
shoe merchant in the state, and per- 
haps in the nation. His life span 
covers a period in which practically 
all labor was performed by hand 
and with arduous toil to an age 
when machinery does the work and 
an airship can fly the ocean in less 
than two days and nights along the 
same course that took the sailing 
vessel that brought him to America 
sixty-eight days to cover. 

Nicholas began work with a Mil- 
waukee shoemaker and for the first 
year was only given his food and 
aroom. The next year he earned a 
dollar a week in addition to board, 
working long hard hours for this 


pittance. He went to St. Paul and 
lived there five years. He came to 
Quincy seventy-four years ago and 
three years later married Wilhel- 
mina Einhous. For two years he 
worked for William Kettlers, mak- 
ing shoes, and then became a clerk 
in the C. Brown, Jr., shoe store. 
Later he won a partnership in the 
business. 

Fifty-three years ago he started 
his own retail shoe store in the 
storeroom on Main street where 
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the N. Heintz Company is located. 
The years that followed were years 
of profit, of work and of planning. 
In time Mr. Heintz became one of 
the most successful merchants of 
Quincy and his real estate holdings 
grew. His sons now carry on the 
business he founded. Until a few 
years ago he never missed spending 
a day in the store. In the many 
community projects that have built 
up Quincy, Mr. Heintz has had a 
helping hand. 

LMER J. BLISS, head of the 

Regal Shoe Company, is con- 
valescing at his home on Common- 
wealth Avenue, Brookline, Mass., 
after being desperately ill for weeks. 
He started off by motor to Wash- 
ington for a conference with army 
officials on shoe fitting (which study 
he has been making with the War 
Department for a period of twenty 
years). While traveling through 
New Jersey he became suddenly ill 
and returned to a hospital in New 
York. 

Fighting a great battle for health, 
he made such good progress that 
he was able to go back to his home 
in Brookline. He will shortly leave 
for Edgerton, Mass., where he is a 
Commodore of the Fleet. 

The trade salutes Commodore 
Bliss with all flags flying in good 
health greeting. 


OCTOR OF SURGICAL CHIR- 
OPODY is, the degree conferred 
upon 120 students graduated June 


2 from the [Illinois College of Chir- 
opody and Foot Surgery. This col- 
lege was founded by Dr. William 
M. Scholl. The class represented 
34 states and six foreign countries. 
While studying, the students had 
practical experience week after week 
in the foot clinics of Chicago. 

At the graduation exercises, the 
principal speaker was Chevalier 
Louis D. Moorhead, Dean of the 
School of Medicine, Loyola Univer- 
sity. Other speakers were Dr. Hal 
P. Smith of Indianapolis, and Dr. 
J. Stickel, Dean, who presented 
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TOO MUCH PLENTY 


—Seems strange, doesn't it, that this old 
world of ours should be in such a turmoil, 
with so much of dissatisfaction and un- 
happiness, while on all sides of us we see 
evidences of surpassing plenty. 

—In the Amazon River there are fish 
enough to feed the entire world. 

—Brazil burns huge quantities of coffee 
because of surfeit of supply. 

—Hogs are slaughtered and serve as filler 
for roadbeds. 

—We are constantly threatened with an 
overflow of raw materials and finished 
goods. 

—An engine becomes clogged with too 
much oil—our economic machine may 
have become clogged with “too much 


—Must we bolster demand to meet supply; 
or must we cut supply to meet demand? 

—A little of both is probably the practical 
remedy to restore the delicate balance of 
production and consumption. 

—And in the meantime we are all victims 
of the greatest economic travesty of all 
times—"Too much plenty." 


President. 


awards to twelve honor students 
and degrees to the entire class. 
* * * 

GARDNER, manager of the 

* Vogue Shoe Company, Inc., 
of Santa Monica, Cal., is selling 
more men’s black shoes today and 
every day than he is white. He 
states that there is a year-round 
market for black shoes that too 
many overlook. He thinks so much 
of them that he displays more of 
them in the window than he does 
white shoes, even on hot days! They 
are today selling to the conserva- 
tive men of Santa Monica in nar- 
row toes, medium toes and square 
toes, and in both calf and kid. 
“They are just like sugar in a gro- 
cery store,” says Mr. Gardner, “and 
there is no sense in quitting selling 
sugar just because you have a stock 


of honey on hand.” 


ERMAN LOEWENSTEIN of 
New York is as great a student 
of American history as he is an 
authority on leather. He has dis- 
covered the charm and colonial 


glory of Williamsburg, Virginia, 


and has watched its new growth 
and development as an historical 


shrine through the beneficence of | 


John D. Rockefeller, Jr. 

Recently Mr. Loewenstein invited 
Michael A. Miller of I. Miller Sons 
& Co., Inc., E. Correll of Burk Bros. 
and Mr. and Mrs. George Fisher 
of Newark, to make a pilgrimage to 
Williamsburg. They motored down 
and in making reservations for the 
night at the Williamsburg Inn, 
there were no accommodations. They 
put up at the Rockefeller mansion 
and Mr. Loewenstein rated the 
Rockefeller bed. Diligent search 
was made by the entire party for 
the bright new dimes that are a 
token of Mr. Rockefeller. 

The Loewenstein lecture on the 
history of that part of Virginia is 
reserved for those guests of his who 
make the trip with him to Williams- 
burg. 

* * * 
FITZGERALD, 

INC., Brooklyn shoe retailers, 
have been staging store meetings the 
past month with the aid of manu- 
facturers’ and tanners’ representa- 
tives. 

With the cooperation of Robert 
B. Smith, representing the Charles 
W. Strohbeck Co. of Brooklyn, an 
authority on corrective shoe fitting, 
and L. N. Hatch, retail service man- 
ager of the John R. Evans Co., 
Camden, N. J., the store has suc- 
ceeded in staging a series of nightly 


meetings, selecting their audiences 
from various women’s clubs and or- 
ganizations. 

While Mr. Smith of the Strohbeck 
Company makes his presentation 
with various examples of incorrect 
fitting, Mr. Hatch, of the Evans or- 
ganizations, presents an illustrated 
motion picture taking the audience 
through a complete journey of the 
John R. Evans tanneries, showing 
the leathers in the process of tan- 
ning. 

The audiences each night have 
varied from 60 to as many as 180 
women, and the sponsors of these 
educational gatherings have had 
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little trouble in booking several 
meetings, in spite of the Summer 


season. 
* 


BENEZER BREED, shoe whole- 

saler of Philadelphia, wrote to 
a shoe manufacturer under date of 
“7 mo., 25, 1793”: 

“Those shoes thee last sent me 
are mostly on hand, and I am per- 
fectly sick of doing business in the 
shoe line here unless we can have 
such as will sell. I declare that it 
would be more agreeable to me to 
work journeywork than be plagued 


as I am by those who buy shoes 
here unless we can have better ones. 
If I call for the money, they begin 
to show me the large number of 
small, unsalable ones they have left, 
and say I must not expect any pay, 
etc., etc. And what can I say to 
them? It is so, and so will be, while 
the shoemakers are a set of con- 
founded fools. 

“Ask Samuel C. what his cousin 
Zaccheus has written to him, and 
he will tell thee that it is a rascal- 
ly business to be concerned in while 
the makers of shoes have no prin- 
ciple or policy. 

“T wish thee to procure cash for 
our goods, if possible, and tell 
those who deal with thee that unless 
they can make shoes on more honor- 
able terms we can’t have any from 
them. 

“IT am, my dear friend, thy affec- 
tionate, 


E. Breed.” 


* * * 


AX soon as Congress passes that 
home-building and renovation 
bill we shall witness the birth of 
our newest alphabetical baby— 
HCIC, which stands for Home Cred- 
it Insurance Corporation. The Gov- 
ernment’s first drive will be to pro- 
mote painting, general repairs, 
plumbing ‘installation, new oil 
burners, additions, etc., for existing 
dwellings. Machinery will be avail- 
able simultaneously for underwrit- 
ing new home construction, but the 
original ballyhoo will urge you to 
renovate. This financing will be 


available to rural communities 
equally with the cities. If you want 
your home painted or a new bath- 
room installed, here’s how you 
would go about it: 

Local committees will be estab- 
lished in every community. You 
apply to your committee. After de- 
termining your credit rating, just 
as a department store would, rep- 
resentatives of a sub-committee of 
experts on the particular type of 
work you desire inspect your home 
and draw up specifications for the 
job. 

Each local committee will have 
an approved list of contractors for 
all types of work—approval de- 
pending only upon deposit of a 
surety bond to guarantee that the 
workmen get paid. You select sev- 
eral firms from this list and they 
will submit bids on your work. 


As owner of the property you 
then get a commitment from your 
committee. You give this and your 
personal note to the contractor and 
he proceeds with the job, discount- 
ing your note at a savings bank, 
finance corporation or similar pri- 
vate institution. Loans for renova- 
tion will run from $200 to $2,000. 
Minimum payment of the loan will 
be $10 a month, not to run more 
than five years. 


L. SNOOK, director of the An- 

*tioch Shoe Project, Yellow 
Springs, Ohio, who conducted a 
contest, “What to Tell to Sell,” in 
order to give shoe salesmen a fresh 
approach, says: 

“A large number of sales stories 
were received and it was quite a 
job for the judges to select the best 
exhibits. We attempted to select as 
judges the same types of persons as 
those to whom the salesperson 
would address his selling story.” 

The prize winners were: 

First—C. J. Gleason, Orthomec, Wor- 
cester, Mass. 

Second—Sam Small, The Shubel Co., 
Lansing, Mich. 

Third—Marie Ezar, R. H. Fyfe & Co., 
Detroit, Mich. 

Fourth—John C. Thorn, Wm. F. Grae- 
bel, Inc., Milwaukee, Wis. 

Fifth — Ed. Smith, The Halle Bros. 
Co., Cleveland, Ohio. 

Sixth—L. A. Wilson, R. H. Fyfe & Co., 
Detroit, Mich. 

Seventh—Mrs. Chas. Baldwin, Antioch 
Shoe Shop, Springfied, Ohio. 

Eighth—L. M. Gensert, Halle Bros. 
Co., Cleveland, Ohio. 

Ninth—John H. Linsenmeyer, Antioch 
Shoe Shop, Philadelphia, Pa. 

Tenth—Frederick H. Kurth, T. Arthur 
Cohen, Albany, N. Y. 

Tenth — Harry W. Sutherland, Swope 
Shoe Co., St. Louis, Mo. 


* 

pairs of boots 
30,000 stacked in a Bos- 
ton loft—round toes, medium heels, 
top grade leathers and the best of 
shoemaking—all O.K. except the 
cut of the uppers, which is of the 
style of years agone—and if that 
style repeats the boots will look like 
good money again. 


"Just like a kid—Gotta show off his new riding boots.” 
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ADVANCE 
AUTUMN | 
SHOWING AUG. 


Wr 


AUG. 15. 


Advance 
the Date to 
AUGUST 15 


F ALL is just ahead. What kind of a selling season 
will it be? 

Will it be a slow, sluggish, misfit, or will it be a 
fair battle for the public’s best dollar? 

The smartest merchants in America have discovered 
that the eary Fall dollar is the best dollar to get. The 
public buys more freely when it anticipates its wants. 
It buys fashion in the early Autumn. Fashion desires 
can be planted and the money gathered in early. 

The farmer knows that his early crops command the 
best price. 

The merchant knows that his first showings command 
the best price. 

All these provocative questions lead us up to this 
point: In the parade of merchandising, has the shoe 
merchant been too long out of step with other industries 
at retail, with the public and the times; and is there 
a possibility this coming Fall to strike up a tune that 
will give to the shoe merchant an opportunity to be in 
front of the parade? 


“START SELLING 
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EARLY FALL 
{DOLLAR 


——TT 1 AS} 


Is the Shoe Industry to Be Out Na 


of Step with the ADVANCE 
MOVEMENT OF MERCHAN- 
DISE? Or Is It Ready to Go 

FORWARD? 


Smart fur merchants have found that August sales 
bring in the money. 

Furniture merchants grab the August dollar. 

Smart apparel merchants get a jump on the Fall 
season with August showings of Fall fashions; and other 
business men, students of public behavior, have dis- 
covered that the early dollar is the easiest spent—for 
as Fall progresses the fears of Winter turn the public 
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Start FALL Selling EARLY To Get 
The BEST EARLY DOLLARS 


purse to fuel, shelter and the high cost of Winter 
warmth. 


So we ask now—shall the shoe trade continue to 
open the Fall season any old time, any old way— 
some in August, some in September and some in 
October? 

Or is it time for shoe merchants to give more 
thought toward competing collectively against other 
industries for the early Fall dollar? 


Or is it a case of continuing the old struggle of com- 
peting internally, one shoe man against the other, for 
the most volume at the lowest price? 

Is it time right now to give serious thought as to 
the possibilities of mutual agreement on a Fall opening 
at retail? 


/ | NATION - WIDE 
/{ \|RETAIL SHOE 


| / 
| 


Is it time to be nationally conscious of the fact that 
a change of shoes and a change of season gives oppor- 
tunity for a sharp change from a sluggish, indolent 
mid-August to one that is aggressively active in the 
direction of getting more shoes sold early and sold 
right? 

A retail industry that has the longest sport shoe 
season on record and perhaps the longest clearance 
season on record should consider terminal facilities. 
To prolong the Summer season is not to profit ma- 
terially. To open a new season is to profit very 
materially. 

We trust that clearances can be delayed as long as 
possible, but certainly should not be prolonged. 

If other industries sell school and college apparel 
early, we, too, have a place in the scheme of service to 
the public that buys in advance of school openings. 

It is an especially good tonic for a business to 
open up early with fresh goods, sold with a fresh 
approach, for every clerk, everywhere, then has a ~ 
new kit of ideas to transmit to the public over the 
fitting stool. 

We have asked a lot of questions in the belief that 
we can thus get the best response from the trade as to 
the possibility of mutual consent for a merchandising 
promotion. 

We have asked hundreds of merchants and manu- 

[TURN TO PAGE 36, PLEASE] 


DATING 


The FALL Season 


"Dating the Fall Season is an excellent idea 
and the suggested date of Wednesday, 
August | 5th, seems to me to be the proper 
time to set for the opening of the Fall 
season. | agree with you that this would 
help to lengthen out the Fall selling season 
and that this is a sound merchandising plan. 


manager of the National Shoe Retailers 
Association, | will actively support such a 
plan and | feel certain that you will have the 
retailers of the country and the industry in 
its entirety solidly back of this fine en- 


deavor." 
JOHN J. HOLDEN, Manager, 


National Shoe Retailers Association. 
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The smart appeal of Sum- 
mer footwear and acces- 
sories gives the window 
display man abundant 
opportunity to create en- 
ticing windows. Note the 
pleasing effect of this 
simple display of white 
shoes by Altman, Fifth 
Avenue, New York. 


WINDOWS IN WHITE 


THERE is such a rich profusion and variety of styles 
and colors in this Summer’s footwear that it’s little 
wonder the men who create window displays are vying 
with one another in originating new ways of showing 
them and designing display effects both novel and artis- 
tic. Never have white shoe windows been quite so allur- 

« ing and attractive, while sports footwear, sandals and the 
brightly colored leathers that are being used in Summer 
shoes all give opportunity for striking trims, effective 
alike in attention value and the magnetic quality that 
attracts customers into stores. 

The illustrations show four of the most striking win- 
dow photographs that have come to the REcoRDER’S 
attention in some time, three of them from New York 
stores and one from San Francisco. You will no doubt 
see other windows equally effective in your own city, and 
there is no reason why the average shoe store cannot 
have displays that are just as interesting and eye-com- 
pelling. It will be seen at a glance that these windows 
do not depend upon costly display fixtures or expensive 
backgrounds for their interest and effectiveness. They 


An unusually effective use of the 
shadow box idea by Frank Werner 
Co., San Francisco. 
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Use of the shoes, plus 
the costume and the oc- 
casion are cleverly sug- 
gested in this attractive 
brown and white shoe 
window by Stern Broth- 
ers, New York. The shoes 
on the background are 
placed on small shelves in 
front of the sketches. 


Display cards are important factors 


in selling the shoes. But don't have 
too many—or say too much. 


Four Summer 


are all relatively simple and the pleasing effects ob- 


tained come more from good taste and careful attention 


to detail employed in their designing than from any 

special elaboration or costly decorative treatment. 
Different as they are in design and treatment, the 

windows shown here have one importont element in 


common. In each of them the display man has given — 


the most careful and paintaking attention to the plac- 
ing of the shoes. Note the symmetry and balance of 
these windows and compare it with the confusion that 
prevails in many shoe windows you are accustomed to 


The Neo-Classic influence in win- 

dow display is reflected in this 

beautiful window by Sommers 

Shoe Shop, New York. Note how 

the vine covered pillars are used 
in displaying hosiery. 


Displays 


seeing. Every shoe man knows that it makes a vast 
difference from what angle a shoe is seen as to whether 
the impression of the last and pattern will be pleasing, 
yet many merchants are extremely careless os to how 
they arrange shoes in their windows. The display man 
should always try to put himself in the customer’s place 
and view the shoes impartially and critically from the 
outside of the window. Very often he will see many 

[TURN TO PAGE 38, PLEASE | 
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RELEGATED to the class of old men’s comfort shoes 
by tradition, no one realized that the Blucher had the 
possibilities for style development that have been shown 
this past year. Now, with months of study and experi- 
mentation, the Blucher comes forth in a new light. A 
much-needed change from the conventional bal and 
Blucher patterns of the past offers possibilities for 
promotion that one always looks for but seldom finds 
in the shoe game. 

Old patterns on the new lasts or new patterns on 
the wrong types of lasts cannot impart that intangible 
somehing—character—that any type of merchandise 
needs in order that it may justify its existence. 

Bluchers might better be left to the old man and the 
past rather than be presented half-heartedly as just 
another variation in a foot covering. Offering cover- 
ings for feet is no trick, but offering shoes with an 
appeal that imparts to the customer the desire to own 
them is quite another thing. 

Done right, Blucher potentialities are great. Done 
poorly, it will be another costly fiasco, of which there 
have been so many in the shoe field. 

These drawings show the evolution and various types 
of details possible for good Blucher coverage. Draw- 
ing No. 1 is a good illustration of the original Blucher 
type, a comfortable foot covering and obviously noth- 
ing else. 

Drawing No. 2 might be called the second stage— 
a medium-toe heavy leather lined walking shoe: Good 
for the outdoors, it is too heavy and broguey for busi- 
ness wear, thereby missing the most potential field, 
that of the business or street shoes. 

Drawing No. 10 shows the Blucher in its most recent 
phase on a custom last with a detail of studied refine- 
ment. The other drawings show only a few of the 
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many details and effects that can be obtained on various 


types of lasts and leathers. 


There are tremendous possibilities in the custom last 
Blucher. 

No. 3 is a white buckskin Blucher in a wing tip, 
which readily shows the extent to which this type of 
pattern can be used to get that extreme smartness and 
departure from the traditional that so many shoe pur- 
chasers are looking for. 

Experience his past year with the heavier Blucher 
types in stock shoes and with the more refined business 
types in made-to-order shoes have ready acceptance. 
Smartness and distinction combined with comfort 
should make for the Blucher an important place in 
every assortment. 

Bluchers as now developed have a new smartness 
and are also more comfortable to wear. 
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in 
BLUCHER DEVELOPMENT 


One of the most comprehensive men's shoe 
departments of the country from the stand- 
point of completeness of service is that of 
R. H. Macy & Co., New York City. Their 
retail prices range from around $3.50 to 
$23.00, and their service includes a special 
cutting and custom shoe section, also a 
special orthopedic section. A shoe depart- 
ment showing steady and constantly increas- 
ing business, as this one does, must neces- 
sarily know what is taking place in ‘style. 
We therefore acknowledge Macy's as the 
source of information for this article. 


8 


And Ten Promising 
Patterns in Bluchers 


The original conservative "old man's" Blucher. 


Blucher walking shoe, full calf lined. Thistle grain. 
A heavy out-door type. 


White buck sport shoe. First example of a Blucher 
pattern used as a spectator shoe. 


we —_ 


Brown reverse calf golf shoe, which illustrates the 
adaptability of Blucher pattern. 


- quarter pattern, Scotch grain. An all-around 
shoe. 


w 


Medium toe, calf, business shoe. Medium weight 
construction. 


A lighter weight shoe than No. 6. Slightly rugged 
detail for street or country wear. 


ao uw 


Vegetable tanned Russia calf. Full quarter Blucher 
pattern. Very distinctive. 


More refined detail, which hits the peak of finesse 
in Blucher styling. 


A typical new Blucher pattern on a custom last. 
this with No. I. 
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Whatever's a-foot for 
Vacation, You'll find 
the right shoes here 


Wherever you go ~ S=S== 
Whatever you do~ 

be sure to take the 

right shoes with you. 


BY 
R. E. ANDRUSS 


SHOES 


for 


STORE NAME HERE 


Tue Time—August, a year or two ago. 
Place—A resort in the Adirondacks. 
(Sidney slops wearily on the steps of the cottage, 

painfully pulling off first one shoe and'-sock, stretches 

out his foot.) 

“Gee Whiz! Lookit that!” 

“That” was a badly blistered foot. Blisters on sole 
and instep the very first day, that ruined his hope for 
any further hiking for the two weeks of our stay there. 

The other foot was just as bad. All caused by bring- 
ing and wearing an old pair of street shoes that’ he 
thought “good enough to knock around in.” 

Thousands of Sidneys and Sallys spoil their vaca- 
tions with the wrong shoes for the feet, or the occasion 
every vacation period. 

Thousands of others, much wiser, check up on their 
shoes, and go forth prepared. Their vacations are not 
spoiled by lack of proper footwear. 

All of them—everywhere—who make the great an- 
nual trek to the land of rest, recreation and romance 
are potential vacation shoe customers of those shoe 
stores whose advertising and displays are attuned to the 
spirit of vacation. 

And thousands and thousands of stay-at-homes will 
be interested too, for July and August are play days 
for them. Many of them will need shoes for fun; many 


shoes bought early in the Summer will need replacing. 
SHOES FOR FUN makes footwear a part of the 

mental vacation play day picture. It covers every type 

of shoe from a camp moccasin to an evening sandal. 


The ad-suggestion tells the story. The enthusiastic — 


couple, vacation bound; the caption “WHATEVER’S 
AFOOT FOR VACATION, YOU’LL FIND THE 
RIGHT SHOES HERE:” the text: 

“Off to the land of rest, recreation and romance! 
Whether you’re heading for a fashionable resort or a 
rough and ready camp, correct shoes for your vacation 
are here. 


“WW HETHER you choose shoes for style and smart- 
ness, or need shoes that will stand the roughest wear, 
they are here. And, whatever shoes you choose, you 
may be sure of correct, comfortable fit.. We’re very 
particular about that. You should be, too. Vacation 
fun begins with the feet; when your feet fail, the fun 
ends,” 

Several styles for both men and women are pictured 
and described in this “combination” ad. The window 
gives a tie-up in the promotion. 

The shoes for Fun promotion idea offers opportuni- 
ties for interesting variation. 

A series of small follow-up ads would keep the shoes 
for Fun thought before the public for weeks. 
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There’s PROFIT in it for YOU..... 


You could build up a series of Shoes for Fun ads 
around various Summer and vacation activities. 


' Shoes for Fun—if Golf is your Fun— 
Shoes for Fun—if Hiking is your Fun— 
Shoes for Fun—if you like Dancing— 


An interesting folder in “time table” form could be 
printed at small cost, featuring shoes for Fun and the 
vacation couple on the cover. 

In the store a whole display could be arranged of 
shoes for Fun. 

If desired, it is possible to build up a cooperative 
page in the paper under the title. 


THE promotion can be used in June—or saved until 
after the Fourth. It can be limited to one ad and dis- 
play tie-up, or built up into an all-Summer slogan. 
At a time when so many stores concentrate on sales or 
silence, a keen promotion that takes the prospects 
minds off “price, price, price” and dramatizes shoes for 
vacation play days is certain to evoke interest, attention 
_ and action. 

Even in July and August there’s more profit in “pro- 
motions” built around a keen idea that will sell shoes 
at a profitable price, than in “sales” at cut prices. 

Did you notice that the window display suggestion 
was a “unit”—not a complete background? 

I have long advocated the simple, seasonal, per- 
manent background that does not intrude itself upon 
the minds of those looking at the display. Before this 
subdued background use DRAMATIC SETTINGS or 
units—usually featuring one high spot each week— 
at the center of the window. This leaves space at each 
side of the unit for general shoe display. 

The ideas come from many sources. Study your 
merchandise. Study your Boot anD SHOE RECORDER. 


Carry a pencil and paper in your pocket everywhere 
you go. Develop your senses of perception and adapta- 
tion, and you'll have plenty of ideas that can be inex- 
pensively, effectively dramatized. Then, using the 
“unit” display idea, you can have the new promotion 
all ready for quick installation when you change your 
windows. 


Here are some practical ideas. 


PASTE magazine pictures of linen suits on a panel 
covered with natural linen—and the wording, “So 
smart with smart linens.” 

“In your vacation trunk, these shoes for all oc- 
casions”—borrow a wardrobe trunk—and show a col- 
lection of vacation shoes around the trunk. With each 
shoe a card reading “dance,” hike,” “golf’—or what- 
ever the use of the shoe may be. 

“To watch or play on a Summer’s day”—suggests 
a unit display of spectator and active sport shoes. 

“Cutouts and perforations for an air-cooled Sum- 
mer” gives a very definite display theme. 

“Smartest sandals under the sun, and moon”—sug- 
gests a double panel—on one half the hot orange sun 
and rays against a light blue sky. On the other half, 
a silver section of the moon and a couple of silver 
stars against dark blue. 

And don’t forget the THREE-WAY TIEUP! The 
newspaper ad, the window display and the showing 
within the store. On some occasions the importance 
of the promotion may justify direct-mail also. You 
can simplify the mailing part by having reprints of 
your ad run off on good paper and mailing some of 
them. Divide your mailing list so that one-fourth get 
a message from you each week in the month. That 
is, unless you have a “high-spot promotion” during 
the month that all should receive, then concentrate. 


The great vacation exodus 
reaches its height in July and 
August. Let your advertising 
to vacationists stress the im- 
portance of right shoes in the 
land of rest, recreation and 


romance. And show vacation 


footwear in attractive window 


and interior displays. 


| 
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OUTLOOK 


Today's Retail Shoe Prices Below the Fair N ormal 


THE huge cost of the depression, about $250,000,000,- 
000, was way beyond the actual cost of the World War 
and the strangest thing of the whole matter is that it 
was—as Woodrow Wilson said years ago in a somewhat 
similar state of affairs—“mostly psychological.” 

Here we are in the world of 1934 with most of the 
things that we had in 1929—a plenty of everything, 
then worth big money and now relatively measured at 
half-price. If it was an emotion that did that dirty 
deed of liquidating the prosperity of 1929, who is there 
to say what we have today is reality? It is rather— 
sub-normal and as dangerous in its psychology as the 
situation in 1929. 

To be more explicit. Why should the merchant con- 
tinue the retail price level that was the lowest low of 
1933? We have gone over the records and discovered 
that the price levels of a year ago have not been mate- 
rially lifted in the average of shoes at retail. The 
merchant who is trying to give the public the most 
for the money at the same $2.95 price that he had a 
year ago, is far below the level of normal today. 

Shoe prices, on the average, are below the fair normal 
of other commodities. If one looks at the stock mar- 
ket quotations of a year ago and of today, one sees 60 
per cent increase. Take other commodities and in- 
creases are noted right along the line. It is true that 
in the last 12 months we have made more shoes than 
ever before in the history of the United States. We 
made over 360,000,000 pairs between the two Aprils 
of 1933 and 1934. But at what price retail? Cer- 
tainly not a price in tune and in step with the prices 
of other commodities. Just record shoe production 
totals do not make prosperity—it’s the pair by pair 
selling price that really counts. 


WE face a psychological condition, one in which the 
mind of the merchant remembers the miracle of value 
he offered at the low prices of a year ago and thinks 
that a volume can be achieved best at that price. The 
idea of getting something for his service and for his 
selection escapes him entirely. He fights for a sub- 
normal price even tho he knows conditions have gen- 
erally improved and costs have mounted in every 
service of supplies. 

Now comes a clearance season and there are indi- 
cations of clearance prices below actual costs, with 
Summer still some weeks away. It is true that we 


BY 


have had some hot weather but it is not true that we 
have had Summer as yet. If we can give to every mer- 
chant the true emotion that profit is a necessary thing 
every month in the year, we will have done much to 
change the psychology of trade. 

There is a whole lot of common sense in going ~_ 
business vigorously at a time when other merchants 
are laying back because it’s seasonable to expect hot 
weather and indolence. The sluggish feeling of mid- 
Summer may spread all over the merchants of the town 
with the exception of one alert man who figures that 
payrolls are almost continuous. The feminine desire 
to buy knows neither rhyme nor reason, and the store 
with just a little more pep to it gets a very comfortable 
advantage because of profitable sales made in ebb 
months. 


WHEN all the fish are biting, it doesn’t take much of 
a fisherman to bring in a big bag, but when the best 
trout hide in the deepest and most inaccessible pools, 
then the real mettle of a sportsman is brought out. 

The same goes in merchandising. A tempting dis- 
play of very pretty shoes to women, and real sport 
footwear for men in both window and newspaper will 
bring businéss if the picture is interesting. Merchan- 
dising is such a great game that you get more joy out 
of coaxing people to buy day in and day out the year 
round than you get in the unstabilized rushes just 
before a holiday of what is obviously shopping trade 
instead of constant trade. 

The way to build up a Summer business that you 
can be proud of is to go after it pair by pair, noting 
your gains over a year ago by the little special efforts 
that you put in to special people around town. Don’t 
save all your good selling plans until Fall; use them 
up as they come along “for as one lamp lights another 
nor grows less,” so the ideas that you put forth in 
Summer kindle fresher ideas for Fall and you find 
that your organization is ready for the Fall brunt of 
business by having kept in trim when the harder race 
track is in the Summer. 
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YOU! 


ORE than 84,000,000 advertise- 
ments in leading magazines this year have 
impressed all America that the Goodyear 
name on a shoe means extra value. 


Goodyear Wingfoot Heels are first-choice of 
both shoe buyers and retailers. More dealers 


specify these quality heels—and more people 
walk on them than on any other kind! 


You can’t afford to ignore preference like 
that. Let the extra sales-power of the 
Goodyear name and Goodyear advertising 
help you sell more shoes! 


AMERICA’S 
LARGEST SELLING 
HEEL 


HEELS 


When writing advertisers please mention Boot and Shoe Recorder 
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Clever Ad Campaign Sells the 


By JOHN MAKEEL 


By the use of a novel form of newspaper advertising, 
Harry Rosenthal of Shoecraft, Inc. of New York, has 
succeeded in making a “killing” in the promotion of 
a specific shoe. The “GRINGO” campaign, which Shoe- 
craft has been running since the first of April, is one 
of those rare promotional campaigns in which every 
factor has clicked 100 per cent. Aided by the clever 
copy of Ruth Pearse and effective illustrations by I. R. 
Quirt, the campaign has radiated a cheerful and in- 
formal personality and aroused widespread interest. 

Behind what might be termed the mechanical aspects, 
however, are two fundamental considerations which are 
really responsible for its success. First, the astuteness 
of the management in planning the Spring promotion 
with the realization that women were once more becom- 
ing interested in something more than price, that the 
time was right for reviving a decided emphasis on 
fashion. Second, the determination to back this pro- 
gram with no little amount of courage and to do a really 
outstanding job. 

All the Shoecraft advertising since April 1 has been 
concentrated on one style, which is, to say the least, 
an unusual procedure for a retail shop. The result 
has been not only the sale of a very impressive number 
of pairs of the “Gringo,” but of other styles as well. 
The campaign has brought into the store many new 
customers who have become conscious of its existence 
for the first time. It also attracted a number of women 
who wear sizes not ordinarily sold to any great extent. 
The campaign has brought universal comment from 
women coming into the store, from laymen, from adver- 
tising people, from other merchants, from women all 
over the country, who have sent for the shoes by mail. 

The shoe itself, a two-buckle, open shank T-strap pat- 
tern, as shown in the illustrations, was made up origi- 
nally in street colors in crushed pigskin—black, blue, 
clay-brown and rich shades of Mexican red and green. 


Anticipating the vogue for pastels in late December, a 
few models were made up in Morocco for cruise wear— 
cushed strawberry, blue, yellow, beige, apple green. 
A full line of colors was put in stock. They are selling 
in large numbers, along with white, for Summer. 

The newspaper campaign has been carried through 
in three phases: The original series consisted of a 
series of 2-column 100-line advertisements, introduced 
by three 28-line teaser ads. The teaser ads started on 
page 2 or 3 of the paper and did not state that 
the “Gringo” was a shoe, nor mention the name of 
the shop. Each ad mentioned some prominent place 
frequented by fashionable people, where the “Gringo” 
had been seen. Each ad referred the reader to the page 
on which the next one appeared. The large advertise- 
ment, of course, announced the “Gringo” as a shoe, 
and gave full selling copy. This campaign continued 
for about three weeks, till the “Gringo” and his goings- 
about were well known in all circles about town. 


EXAMPLES of the copy used in the first series of 
fusilades are: For the teasers—“The ‘GRINGO’ was seen 
alighting from the train at Syosset, Long Island.” “The 
‘GRINGO’ was glimpsed in the halls of Miss Spence’s 
School.” “The ‘GRINGO’ decorated a beautiful girl’s 
ankle at a Village party.” “The ‘GRINGO’, all in black, 
had a beautiful shine on at a certain favorite bar.” 
“The ‘GRINGO,* though a bit green, waltzed divinely at 
the Ritz.” “The ‘GRINGO’ appeared at the Everglades 
Club in Palm Beach.” 


Clever little teaser ads like these, ap- 

pearing on various pages of the same 

issue, arouse curiosity and focus the 

reader's attention on the main announce- 
ment. 


the “GRINGo;. he"GRINGO'™, 
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“GRINGO. 


How Shoecraft, Inc., Succeeded in 

Arousing Extraordinary Interest in 

a New Shoe Style and in Translating 
That Interest into Sales 


For the large advertisement—“The ‘GRINGO’ HAS 
STARTED A REVOLUTION,” the ‘copy read as fol- 
lows: 

“Old orders change and so do ideas about shoes. 
Women who thought they couldn’t wear sandals, women 
who thought they didn’t like low heels, women who 
were skeptical about colored shoes, throw all these 
notions to the wind when they meet the ‘Gringo.’ We 
warn you, to try it is to buy it. Street colors, including 
green and red, in crushed pigskin. Pastel shades in 
Morocco. Patent leather if you like that better. And 
don’t start your Summer campaign without the ‘Gringo’ 
in white buckskin. Only at Shoecraft, and only $12.50.” 

THE second phase of the campaign consisted of sev- 
eral one-column, 70-line advertisements, run three at 
a time in each newspaper, using the “refer to page so- 
and-so” technique of the first campaign. The sketches 
from the original teasers were used, but a cut of the 
shoe was also included, and short selling copy and 
the store name. Later the schedule was cut down 
to one ad per day. 

To feature the “Gringo” in white and in the pastel 
shades which had become so popular, a third campaign 
is now in process. The original plan of three teaser 
ads and a large selling ad is being used, except that 
this time the teasers are all in rhyme. They never 
mention the “Gringo” as a shoe, but make veiled refer- 
ence to its characteristics as such. The headlines of 
the large ads are also in rhyme, reminding the reader 
that the “Gringo” may still be had in darker shades 
in pigskin and in patent leather. 

Examples of Miss Pearse’s very neat verse used in 
the third volley: 

“SAYS THE ‘GRINGO’: 
“Dreams of heaven 

Leave me cold— 

All God’s chillun 

Have shoes, I’m told” 

“If I’'d lived when Cleopatra 
Died for love of Anthony 

As vamp to vamp I might have turned 
Her eyes and feet towards me” 
“T’ve often stood by 

As brides blushed and said, ‘I 
Am yours till I die’ 
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Typical advertisements in Shoecraft's 

"Gringo" campaign. Clever copy and 

novel illustrative treatment, plus a sound 

merchandising idea, account largely for 
its success. 


To some fortunate guy” 

“Tell me not in mournful numbers 
Life is but an empty dream— 

The soles I go with never slumber, 
They’re always on the go, it seems.” 


Appropriate window trims have been used through- 
out the campaign featuring the “Gringo” conspicuously. 
Small cards, repeating some of the teaser copy, were 
placed here and there near the shoes. One window 
featured a number of native Mexican sandals, and var- 
ious arrangements of colorful Mexican scarfs, novel- 
ties, pottery, etc., have been used effectively. 


25 
\ 
\The 
See 
| 
'S grand j 
Morte things. We notice ond 
| 
“We”, 
? 413 AVENUE (AT the narrow font 
GO n green 
rhe feof | 
doncing on open ter | 
ond trotting about to garden 
can 
and only $12.50. 
4 
ALY 


G. L. HARGER 


Manager Stetson Stores in Greater 


BOOT AND SHOE RECORDER, June 16, 1934 


Is This SHOE 
WORTH The MONEY? 


That's What the Customer Wants 
to Know, and Retail Shoe Salesmen 
Must Know All the Answers. 


By GEORGE L. HARGER 


WE require good salesmen in our stores, men who 
come up to President Roosevelt’s idea of a good sales- 
man. The President is quoted as saying: “I don’t 
want to be sold an article. I want to be sold a new 
thought, a new idea about the article I am buying. 
My interest is aroused only when the purpose of the 
article for sale is made known to me.” 

It is salesmanship which counts most in retailing 
shoes. A customer must be told why the shoe on the 
foot for which he is being asked to pay $11.50 in real 
money is worth the money. The customer must be 
given a sensible argument which sounds and is reason- 
able, not merely a collection of words, composed mostly 
of adjectives. 

A real sales talk to register with the class of people 
who trade with us—that is reasonably educated per- 
sons—must have as its basis “the purpose of the article 
for sale.” Merchandise must be presented in the right 
way. If this is done, the figures shown in a recent is- 
sue of Boot anp SHOE RecorpER to prove that sug- 
gested selling is being neglected will need to be revised. 

About a year ago we started to make an intensive 
study on the subject of suggestive selling in the New 
York Stetson shops. Before that time, we, in common 
with many stores, were following the lines of least 


resistance when it came to selling. The boys on the 

floor were doing a fair job in selling shoes and acces- 

sories. They were better than the average men. - 
Right now they are doing a much better job. It all 


’ came about from a questioning of our sales manager. 


He wanted to know what our average sale per cus- 
tomer figured out. We “thought” it was around $10.60, 
while an actual check proved it to be $12.29. 

The only one way to boost that average was to sell 
more per customer. When a store has prices from 
$10.00 up to $11.50 it cannot afford to take chances 
of antagonizing customers by forcing merchandise 
down their throats. We have plenty of people who 
come into our store all up in arms over the high- 
pressure selling experiences in other stores. 


SUGGESTED selling can easily be-overdone. Personal 
experience a number of years ago with a popular 
priced chain outfit that had decided ideas of forcing 
customers to buy, only to have the customers stay away 
in such numbers as to put this firm out of business, is 
still a vivid reminder of the pitfalls of overselling. 


Our problem, as we saw it a year ago, was to sell 
’ more merchandise to our own trade. We knew that 


we could depend on our sales force, provided the idea 
was given to them in the right way. The type of men 
whom we employ cannot be driven, but they can be 
led. It was therefore up to the store management to 
make the leading as pleasant and effective as possible. 
The spirit of the salesforce was marvelous. We in- 
tend to keep it that way. 

Small group meetings in each store wore used to 


acquaint the men with the “selling-more” plan. They | 


[TURN TO PAGE 53, PLEASE] 
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KISTLER “BENCH BRAND” 
SOLE LEATHER GIVES YOU 


FINE—STYLISH—LEVEL— 
MIRROR-EDGE BOTTOMS 


Our illustration talks. Beauty is evident in every line. No shoe- 
man would build a house on the principle of decorating it first 
and putting in the foundation last. Still, shoemen often create 
heavy liabilities for themselves by thinking more about uppers 
than of soles. As our picture proves, alluring results are ob- 
tained by serious regard for both. 


KISTLER'BENCH BRAND’ 
SOLE LEATHER 


gives you bottoms in natural or other finish which are beautiful 
to behold. Results regularly obtained by skillful bottom 
finishers are beyond criticism. A good bottom finish, like a good 
shoe, must have the right foundation. Our “Balanced Tannage” 
provides that. Buy shoes with this feature. Don’t pay the pen- 
alty of poor sole leather. 


nin HH EH Wa %y It’s an advantage in buying to have the names of shoe manufacturers making shoes 
i | H " LA, that carry KISTLER “BENCH BRAND” LEATHER SOLES. Write us for them. 
N 


BOSTON:-MASS: SOLES about 13% of the 


FOUNDED - 1840 


When writing advertisers please mention Boot and Shoe Recorder 


| 
in 
us 
WE 00 uve 
| 
| 
| 
| 
= 
| 
| 
1 


Why the New Windsor Bootery, in 

Chicago, Found It Necessary to Adopt 

Middle-of-the-Road Merchandising 

Policy and How It Made This Policy 
Succeed 


BOCTERY 


Street, Chicago, was born in March a year ago, 

on that memorable: day when the banks all shut 
down. But this event seemed to have little effect on 
its subsequent growth, which has been steady and 
sturdy. Starting out with a stock worth $1,750, it has 
been marching along ever since, following the upward 
trend of business. Its first birthday shows it to be a 
lusty infant in a healthy and vigorous condition. 

In following the development of this business there 
are a number of points that the small retailer may find 
of help if he wishes to start up or expand his business, 
but hasn’t the capital to waste in experiments. 

Perhaps the term fifty-fifty is the best way to char- 
acterize the Windsor Bootery, for it has a two-way 
slant all along the line. In the first place it is located 
on the dividing line between a fly-by-night cheap trade 
toward the west and the aristocratic Gold Coasters 
toward the east, just around the corner. The site was 
chosen partly because it was hoped that it might be 
possible to catch this trade without having to pay the 
high rents that a more spiffy location would cost. It 
is on a direct line to a high class motion picture 
theatre so that movie fans will naturally become win- 
dow shoppers. 

Compromise was necessary at every step, both be- 
cause of lack of capital and in order to catch two kinds 
of trade. An ordinary every-day front was turned into 
a smart foyer, 12 feet deep, with two up-to-the-minute 
windows of six panels each. Beaver board and wood 
were used in the set-up, following (at a respectful dis- 
tance) some swanky Loop-store windows. 

In spending a large bit out of a very limited budget 
for the windows it was thought that the smaller cost 
of the upkeep of these windows, and the reduced num- 
ber of shoes necessary to make a good showing, would 


| 5 Windsor Bootery, Inc., 1209 North Clark 


WINDSOR 
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Attractive store front and exterior of the Windsor Bootery, 
in North Clark Street, Chicago. Note the abundance of 
well-lighted window display space. 


overbalance this first cost. Shadow lighting, sparingly 
used, and the one central foyer light serve the purpose 
of whetting the appetite of the window fans without 
incurring a heavy window lighting expense. 

In the interior the same policy of compromise has 
also been followed. It is neat and in good taste with- 
out being pretentious. The black ceiling ought to fetch 
’em, for one thing, although this was another fifty-fifty 
compromise idea, used in order to bring an old-fash- 
ioned high ceiling down to present-day proportions- 
Some modernistic lighting fixtures to which are at- 
tached electric fans are important items. Above the 
shelves is a frieze of panels in modern coloring. 

The thought at first was to carry out the idea of a 
concealed stock, such as was shown on page 21 of the 
Recorper for June 17, 1933. But again fifty-fifty had 
to step in. This would be too high hat for the west- 
siders, it was figured. They like to see a lot of stock 
in plain sight on the shelves of a shoe store. So the 
stock was kept in sight. But no display tables were 
set out to offend the aristocrats. Chairs are arranged 
in groups to suggest exclusiveness to these customers. 
In seating the different types of customers great di- 
plomacy is used so that they will all feel at home. 

From the first, trade was drawn from both sections 
but here again service had to make a complete somer- 
sault. High class trade demands more quality service 
and dignity of approach. These customers are inter- 
ested in correct, skillful fitting and in the wear and 
quality as well as the fit of their shoes. The fly-by- 
nights are interested in style only and want a few sozial 
pleasantries served up with the salesmanship. | 

The initial stock was selected definitely with a two- 
way appeal. In the past few years it has often been 
said that to succeed a retailer must decide on the class 

[TURN TO PAGE 38, PLEASE] 
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PRACTICAL 
and 


The UCO Lockstitch Process 
provides many improvements 


in the art of shoemaking. 


This modern SEWED SHOE 
combines true flexibility, trim 


appearance and foot comfort. 


1934 


LOCK STITCH 


Their growing popularity 
‘| | is significant 


UNITED SHOE MACHINERY CORPORATION 


Lightweight 

insoles and outsoles 
Thin shanks 
Close edges 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and ‘Shoe Recorder 
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Read what Sommer & Kaufmann 
of San Francisco have to say about 
Arch Preserver Shoes: 


“Arch Preservers in 1933 had a noteworthy 
performance in our Men's Department. In a 
year punctuated by bank holidays and bad 
business generally, the men’s Arch Preserver 
business held up better than almost any other 
men’s shoe.... Once an Arch Preserver 
wearer, there is a desire to continue wearing 
these shoes which evidently mean so much in 
comfort and foot efficiency to American men.” 


“During the depression our men’s Arch 
Preserver business has shown a constant 
increase.” 


“They are the most consistent Mr. C. M. Stendal of Minneapolis, Minn., is 


enthusiastic regarding Arch Preserver Shoes. He 
shoes for repeat business in our says: “During the past years of the depression, we are 
store. pievesls to state that our men's sent Preserver business 
as shown a constant increase in sales... our records show 

Mr. Harold F. Volk, Volk. Beos., that ‘once an Arch Preserver customer, always an Arch 


Dallas, Texas, tells us of his success with vhable repeat business.” 


Arch Preserver Shoes: “Arch Preserver 
Shoe volume has held its own and they are 


the most consistent shoes for repeat business 

in our store. In view of the fact that the 

depression has worked the greatest hardship \ 

on the higher price lines of merchandise, 

we feel that the Arch Preserver record in { 
. our store is particularly impressive.” 


— 
— 
= | 
we 


sIncreased Their Lead 


ann 


orthy 


From the ranks of 

Preserver dealers come 

other hese enthusiastic comments. 

» Bend in coupon below for 

details on the Wright Arch- 
Preserver Shoe Franchise. 


Mr. Robin, Arch Preserver Shoe Store, 9 East 37th 
St., New York, who broke all individual retail sales 
records during the month of January, 1934. 


These last few seasons have demonstrated the 
alue of this franchise. 


Haney’s Shoe Store, Lincoln, Nebraska, states that “during 


he last three years of hard sledding, Wright Arch Preserver Shoes 


pave held th aft th.” 
ve held up month after mon You should investigate this line 


which has led all others under the 


severest tests of depression con- 
AND HERE ARE A FEW MORE DEALERS WHO SOLD ditions. Here is what they offer you. 
MORE PAIRS OF WRIGHT ARCH PRESERVER 
SHOES IN 1933: 1 A line of shoes proven as to fit and 
ases of hun s of key retailers 
Kamp's Shoe Sore, Anderson Shoe Stor, 
House, Shoe Fit Co., last 15 years. 
onroe, Mi Iowa 
A 

Arch Tiffin, Ohio Joplin, Mo. 4 A background of national advertising to 
_ S. Mann, Brown’s Shoe Fit Co., millions of men over many years’ time. 

stant rt Huron, Mich. Clarinda, Iowa 5 
Hamilton Shoe Store Roscoe Griff 

Wellsville, N. Y. NC. of sales in your community. 

He . Deniet Hagl R bert V An amazing record for producing retail 
ye are aglund, Elyria, 6 even under depressed business 
R.C. Thompson & Co., _ Lorenz Bros., 

i Danville, Va. Iowa City, Iowa What about it? The coupon below 
ie will bring you full details. 


Wright & Co., Inc. 
Rockland, Mass. 
Please send me details Arch Preserver proposition to retaile 


RESERVER 


AI 
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RETAILERS To Discuss.... 
Early FALL Opening 


J. GORDON McNEIL 


Reta and wholesale shoe dealers who attend the 
Fifteenth Annual Boston Shoe Fair in the New England 
metropolis, July 9-11, will find this event one of the 
most constructively helpful in the entire series of these 
convention-expositions. It is already evident that these 
departments of our great American shoe industry will 
be largely represented and that practically every state 
in the union will be in the picture. 

While the retailers’ convention is primarily spon- 
sored by the merchants of New England, with the official 
cooperation of the National Shoe Retailers Association, 
all retailers are cordially invited to attend the con- 
vention sessions. These will open in Parlor “B,” 
Mezzanine Floor, Hotel Statler, at 9.30 a. m., Tues- 
day, July 10, and will be continued in the afternoon 
following the mid-day luncheon-meeting in _ the 
Georgian Room of the Statler in which all branches 
of the allied industries will join. 

The subjects for discussion on the retailers’ con- 
vention program will include retailer NRA code prob- 
lems, to be elucidated by officials of the National Re- 
covery Administration; the suggested appointment of 
August 15 as the official date of the opening of the 
retail Fall shoe business throughout the country; the 
future of the men’s shoe business from both the manu- 
facturers’ and the distributors’ angles; reports on the 
results of thé 1934 Sport Shoe Week and Summer- 
weight Shoe Week; the progress made by ventilated 
shoes, and various other trade highlights. 

Gordon McNeil of Thayer McNeil Company, Boston, 
long identified with the Official Semi-Annual Style 
Conference in New York, will have charge of the dis- 
cussions, and the speakers will include President M. A. 


Advantages of August |5th Date 
to Be Considered at New England 


Convention of Shoe Merchants 


Mittelman of the National Shoe Retailers Association; 
John J. Holden, manager of the National Shoe Retail- 
ers Association; George Hess of the Hess Shoe Com- 
pany, Baltimore, chairman of the Men’s Shoe Com- 
mittee of the NSRA; Arthur D. Anderson, editor of 
Boot anD SHOE Recorder; Harold P. Smith, manager 
of the New England office of the United States Bureau 
of Foreign and Domestic Commerce, who will explain 
the Bureau’s new merchandising service; and Lee 
Briggs of the Fitchburg Shoe Company, Fitchburg, 
Mass., who will have an important message for the 
retailers of the country in connection with the increased 
menace of competitive foreign footwear. There will 
also be other speakers to be announced later. 

The wholesalers’ convention, under the auspices of 
the National Association of Shoe Wholesalers, will be 
another outstanding feature of the three-days’ program. 
The conferences for this department of the trade will 
open in Parlor “C,” Hotel Statler, also at 9.30 a. m., 
Tuesday, July 10, and will continue throughout the day 
with intermission for the general luncheon. 

NRA code problems will occupy a considerable 
part of the time, and in addition there will be round- 
table discussions of the return goods situation, advertis- 
ing problems, wholesaler-retailer contacts and several 
other subjects. 


THE conference will be in charge of President Francis 
B. Masterson of the National Association- of Shoe 
Wholesalers, and the Program Committee includes Pres- 
ident Masterson; Maxwell P. Gaddis of Hutchinson- 
Winch, Inc.; Henry Bell, Jr. of Bell Walt & Co., Phil- 
adelphia; and Irving Sachs, Shu-Stiles, Inc., St. Louis, 
Mo. 

Every shoe wholesaler in the United States is invited 
to attend the convention and to bring along his special 


problems. 
[TURN TO PAGE 59, PLEASE] 
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Kangaroo for 

Pansy Prietzel, 

the Beautiful 
Blonde Equestri- 
enne, and waft your- 
self back to the old 
circus days with profit 
to all. 


Many a retailer wonders how he can combine sound values and adequate profits with an unusually 
“pulling” advertising and display feature. Other retailers have already found that shoes of Kangaroo 
ride both of these horses at one and the same time. @ The story of the Kangaroo, strange animal 
from far-off Australia, and of the superb leather that is made from its skin does have tremendous 
attention-getting value. Men everywhere, time after time, have responded to it in an impressive 
fashion. And the profitable thing about featuring Kangaroo is that (1) it turns prospects into 

actual customers, and (2) its comfort, wearing, and appearance qualities keep these customers 

sold and bring them back to you. @ Genuine Kangaroo won’t easily tear, or scuff. It is 

light and cool, yet durable and long wearing. No wonder manufacturers are featuring it 

in their styled lines! No wonder it is in demand from coast to coast. @ “Kangaroo 

calf,” “kangaroo horse,” and “kangaroo sides,” none of which are Kangaroo, do not 

have that combination of strength and flexibility and light weight that is character- 

istic of only the genuine. 


Australian KANGAROO 
tanned in AMERICA 


GENUINE KANGAROO © SURPASS LEATHER COMPANY, PHILADELPHIA _@ RICHARD YOUNG COMPANY, NEW YORK © ZIEGEL EISMAN COMPANY, BOSTON 


When writing advertisers please mention Boot and Shoe Recorder 
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ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... USE 
RECORDER WINDOW DISPLAY CARDS 


Your window shoppers were as enthusiastic about 
your shoes as YOU are... 


Man-o-man, what a business you’d have ! ! 


Attractive, well-worded display cards convey YOUR 
enthusiasm, your confidence, your desire to render 


real service. 


RECORDER DISPLAY CARDS DO THAT FOR YOU! 


Samples sent on request 
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Silver board, design in bright 
shades of red, blue & green, 
based on CENTURY OF PROG. 
RESS modern architecture & col- 
oring; text in black. 

Size: 8” x 14” 


COMPLETE TEXTS 


sent on request 
4 cards—Women’s Shoes 
2 cards—Men’s Shoes 
1 card—Children’s Shoes 
1 card—Hosiery 
6 cards—On Store Service. 
Fitting, Quality, Ete. 
Single Cards: 60¢ each 
Without Text: 35¢ each 


June price ticket — 
same coloring as 
above show card. 


To non-show card sub- 
scribers at prices 
listed below. 


il 


ill 
“G”; Lavender and oie Lavender Orange and 
“4. beard. 


blue on w 


“PF: Three shades “I”: Pale green 
of lavender. design on butt. 


Size 114” x 25%” 


Rose design 
r 
on light tan. 


Size 144” x 234” 


Attractive Hand Lettered Price Tickets 
In popular denominations from 25c to $16.50 & blank. 
Other Designs in Stock 
WITHOUT SBORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 8 dozen @ $3.00; 30c each extra dozen. 
“J”—Polly Clips for tickets: Y% gross $2.25 
(adjustable—tilts at any angle) 1 gross $4.00 
“K”—Shoe Carton Tickets: 500 @ $1.25, 1000 *@ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 


Size............ 
Price. 


When writing advertisers please mention Boot and Shoe Recorder 
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DO YOU WANT 


SIX TIMES MORE PEOPLE 


TO STOP AT YOUR WINDOW? 
IF INTERESTED, WE WILL TELL YOU HOW! 


ORE 


Annual Display Card Service 
Includes 


EXCLUSIVE FRANCHISE is given with annual card service 


to one me t in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, Bw free, if pre- 
ferred to blanks; harmonizing tickets with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 


HOLDERS 


Oval base — bur- 
nished gold— 
three color trim. 


These modernistic 
holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 


Merchants Service Dept. 
BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Il. 


32¢ 


Select the Service You Wish— 
Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards . .. 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards . .. 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards . . . 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards ... 2 holders... 
50 blank harmonizing price tickets 


COUPON 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 


Please enter our order for the Recorder “Selling 
Message.” beginning with June, for card service 
1s Oe » for one year, consisting of......... card 
holders (with the first month’s service), ........ cards 
blank tickets each month—OR—......... 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $....... per year, payable §....... 
per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 


When writing advertisers please mention Boot and Shoe Recorder 
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“Let 
there be 
LIGHT’ 


Well lighted interiors en- 
hance the effectiveness of 
displays, make stores more 
attractive and help your 
salespeople to show shoes 
to advantage, thereby in- 
creasing sales. 


PERFECT diffusion of light in all parts of the room and perfect comfort for both 

customer and salesman are two ends sought in the smart new men’s shoe depart- 
ment in Bullock’s, Los Angeles, where a new eight-story addition for the various men’s 
shops has recently been completed. 

Light diffusion has been accomplished by opalescent lighting tunnels near the 
ceiling and by dome lights above the customers’ settees, which are recessed in 
the walls. Comfort is accomplished by the extra-deep upholstering of rich leather 
on all chairs, settees and on the salesmen’s stools. 

The motif is modern without extremes, while the carpeting is a long nap broad- 
loom in tones matching the other furnishings. 
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NEW 


and. 


IN THE 


FALL and WINTER LINE 


“Outward beauty—inward comfort” is the keynote. 
Merged in one line is an extensive experience in 
developing comfort features and a new conception of 
exterior beauty. The result—a $5 to $6.50 retail line 
containing every type of shoe necessary to serve, sell, 
and satisfy your customers. Brisk new styling—new 
comfort features—new lasts—new heels—new fitting 
—the equal of the BEST LINES in the country plus 
a SPECIAL FEATURE SHOE that builds repeat busi- 
ness and the same reliable Ault-Shackford standards 
of value and service. Truly, here is a line you need. 
Do not fail to see it! 


AULT-SHACKFORD 
Shoe Company 


AUBURN, MAINE 


oe e 
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NATIONAL SHOE 
NEWS BULLETIN 


CODE 


RETAIL TRADE. 


Retailers Read This ! 
Code Rulings and 
Interpretations 


The National Retail Code Authority, 
with approval of National Recovery Ad- 
ministration announces the following rul- 
ings: 

A. No retailer shall use statements in 
advertisements such as: “Factory to 
You ;” “Direct to You;” “Buy From the 
Wholesaler ;” or similar phrases or state- 
ments unless such phrases or statements 
refer to all the merchandise illustrated 
and/or advertised and/or otherwise offered 
for sale in connection with such phrases 
or statement, or unless the merchandise 
sold, illustrated and/or advertised is 
clearly segregated in the advertisement 
or statements in such a manner as to 
show clearly just what merchandise is 
intended for sale under the conditions 
specified therein. 

B. A retailer shall not represent him- 
self as other than a retailer or represent 
his establishment as other than a retail 
establishment; provided, however, that 
this interpretation shall not prevent a re- 
tailer performing another step in_ the 
economic process from representing him- 
self as a retailer and/or his establishment 
as a retail establishment in combination 
with such step, if, in fact, such is the 
case; for example, “retailer and whole- 
saler,” “retailer and manufacturer.” 


The National Retail Code Authority, Inc., 
has secured from the National Recovery 
Administration approval of the following 
interpretation: 

The time consumed in store meetings 
for employees shall be considered part of 
the regular store hours unless: 

(1) the meetings are conducted for pure- 
ly social purposes or for educational 
purposes and not directly concerned 
with any specific salés event or work 
in conjunction with their present em- 

_ ployment and which are not for the 

purpose of increasing the efficiency of 
employees on the job in which they 
are engaged in the store at the time 
of such meetings: and 

(2) attendance at such meetings is in fact 
wholly voluntary; and 

(3) such meetings are known to and ap- 
proved by the Local Retail Code Au- 

ority. 


The Battle for Freedom 


Excerpts from address delivered by M. A. Mittelman, President of the 
National Shoe Retailers’ Association, before shoe retailers 
in Denver, Colorado, May 29, 1934. 


M* election to the presidency of the National Shoe Retailers’ Association, 
the highest honor that the retailers of the United States can confer on 

any man, places upon me the responsibility of directing the functions of our 

organization in looking after the good and welfare of all shoe retailers. 

I am very appreciative of this great honor, and it shall be my purpose, 
during my term in office, to be of service to every retailer of shoes in the 
United States, with a view to promoting the best interests of the entire 
industry. 

I am making this trip because it gives me the finest opportunity to 
meet the largest number of our regular and affiliated members. 

It will also afford me an opportunity to explain the many functions 
of our association, and this is very necessary, because association benefits 
are not always plainly apparent. When a man joins a trade association he 
cannot anticipate a direct-profit return on his investment. His trade asso- 
ciation may pay dividends, but not in the usual sense of that word. Further, 
he must invest in his trade association some of himself, as well as some of 
his money. He, or his firm, must assume a share of the responsibility for 
the association’s activities, whose effective performance requires not only 
money but cooperation. 

It is obvious that the Government is more than ever directing and regu- 
lating business activities, and it is quite possible that as time goes on it 
will further attempt to direct and regulate the function of our various 
operations, which were not in any way controlled heretofore. 

In this connection, I want to point out that it is very easy for pro- 
ducing groups, who are comparatively small in number, to organize. But, 
by comparison, what a tremendous job it is to unite even a representative 
proportion of the 30,000 retail shoe distributors of the United States. Cer- 
tainly there is no group of men who have any better reason to be thoroughly 
organized in a strong national association than the shoe retailers of this 
country. 

As an outstanding example of the reason for this desired numerical 
strength, we direct your attention to the unfair and unnecessary clauses 
injected into the so-called “Code of Fair Competition” of the boot and shoe 
manufacturing industry, as they affect the shoe retailers of the United States. 
Its monopolistic intent is apparent, and, in effect, it is aimed at the rightful 
liberties of the independent distributors of shoes, who are not factory- 
controlled. 

So that I may not be misunderstood, let me state most emphatically 
here that the National Shoe Retailers’ Association has been, and still is, 
actively supporting the NRA. Its fight is not against this new function of 
the Government; it is against certain interests that use this governmental 
function to promote their own interests. 


| 
| R 
| 
U.S. 
| 
| 
| 
| 
| 
| 
é 


the 


BOOT AND SHOE RECORDER, June 16, 1934 


RETAILERS ASSOCIATION 


HEADQUARTERS :~3022 Empire State Building, New York 
JOHN J. HOLDEN, Manager 


We must not permit our association to be legislated out of existence. All 
we ask is fair play, and it is important that the retailers have a voice where 
codes are written and that we be consulted before they are adopted 

M. A. MitrTeLman, President. 


READ! 


Merchandising Information That May Apply 
to Your Operation 


S the season advances, the demand for “all-over” white shoes, 
both for men and women, is increasing. This apparently ap- 
plies all over the country. ; 

In consequence, it seems that all retailers should immediately 
make plans to dispose of all white and black, white and tan or white 
and brown two-toned shoes. Not a pair should be carried over, as 
next year they may be as popular as high boots are for Summer wear. 

May the writer suggest, however, that for the present the sales 
promotion of these shoes be confined within the store’s portals, so 
that the reductions and promotions on this class of merchandise does 
not undermine one of the greatest “white seasons” that we have had 
in a decade. 

It seems like sound merchandising to delay newspaper announce- 
ments of sales on odds and ends of Summer white shoes until July 9. 
We should endeavor to sell the consumer the first pair at the regular 
price. It is bad enough that they can get the second pair without 


Air Shoes $15.00 Extra 


ESSE ADLER, president of Adler 

Shoe Stores, New York City, and 
chairman of the Executive Committee 
of the National Shoe Retailers Associa- 
tion, flew in fifteen hours from New 
York to Denver—he was the first pas- 
senger to ride in the new Stimson 
plane over the new Wyoming Air Ser- 
vice from Cheyenne to Denver. His 
shoe wardrobe of twelve pairs of shoes 
cost him just $15.00 excess baggage 
fare—just $1.00 per hour to give his 
shoes the air and take them from New 
York to Denver by plane. Mr. Adler 
went to the coast by air to talk to shoe 
men of the West on shoe styles for 
men, NRA activities and association. 
He believes men need a complete shoe 
wardrobe so as to be correctly shod at 
all times, but he says his shoes hurt his 
wallet not his feet, when he is charged 
$15.00 to take his shoes by air for a 
fifteen-hour trip. 

Jesse Adler believes that shoes make 
the man, and that a complete wardrobe 
of twelve pairs of shoes are essential to 
the sartorial make-up of man; but 
where shoes always made money for 
him, here is one case where they cost 
him plenty. 


profit to the retailer. - 


Who Has the Answer? 


OME of the questions that the 
N.S.R.A. is asked: “What is the 

average yearly value of an account on 
the books of the retail shoe store? 
Back in 1931 we heard the statement— 
a shoe store customer is worth from 
$36 to $68 a year and we want to know 
if that is based on the top-of-the-peak 
expenditure by the public for shoes or 
whether it is today’s average. They cer- 
tainly show a wide disparity.” 

Before we write this individual, we 
would like to ask a few questions: 

What is an average customer and 
why? 

If a river is two miles wide and aver- 
ages four feet in depth, we have a feel- 


ing that a horse and buggy might be 
lost in midstream. 

Do we know an average when we 
see one? 

At any rate, the above is the question 
asked. Some merchant may have the 
answer. 


E have in the office of the 

N.S.R.A. copies of the “Census of 
Retail Distribution,” published by the 
U. S. Department of Commerce, which 
contains considerable data, graphs and 
statistics which we feel will be of great 
interest to many members of the craft. 
All those desirous of receiving a copy 
of this booklet can obtain same by mak- 
ing request to headquarters. 


Hosiery Committee 
Appointed 


Henry Hassel 
Hassel's 
50 W. Van Buren St., Chicago, Ill. 


Maurice Miller 
c/o |. Miller 
2201 Fifth Ave., New York, N. Y. 


John O'Connor 
O'Connor & Goldberg 
205 S. State St., Chicago, Ill. 


Harold F. Volk 


Volk Bros. Co. 
1208 Elm St., Dallas, Texas 


W. A. Geuting 
c/o Geuting's 
1308 Chestnut St., Philadelphia, Pa. 
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Los ANGELES—Suede leathers in two 
leading colors, black and brown, with 
black ten points ahead of brown, in 
most instances carrying trims of calf 
or patent leather, will be favorite ma- 
terials of southern California women 
for early Fall wear, if buyers had the 
right hunch when they made their se- 
lections at the third semi-annual Shoe 


JOSEPH KALISKY 
President, Los Angeles Shoe Travelers 


Exposition and Style Show at Biltmore 
Hotel in Los Angeles, June 4, 5 and 6. 
The event was sponsored by the Shoe 
Travelers’ Association of Los Angeles. 
Next to suedes and in spots crowding 
them for first place came the kids, at 
least three exhibitors finding the two 
running neck and neck. Special men- 
tion should be made of crushed kids, 
which, in sport shoes, semi-sports and 
even in general street wear shoes, regis- 
tered remarkable gains. While calves 
in most cases are a bit heavy for south- 
ern California in early Autumn, yet 
crushed calf did not go a-begging. 


Fabrics None Too Strong 


Fabrics, which many thought would 
come in for a big piece of pie, showed 
some strength but not the expected 
strength. One Eastern exhibitor with 
a very fine line said the demand for 
these materials with him was disap- 
pointingly small. However, there was 
some activity in knobby tweeds, due to 
the gain of tweeds in popularity in 
dresswear, and closer woven fabrics 
in smart shades will play some part. 

A new friend was a stippled or fig- 
ured suede being tried out somewhat 
by a few buyers, especially in medium 
price shoes, buying being done for the 
most part from swatch samples. 

One well-known traveler found all- 
over patent leathers in. some demand, 
an increasing demand in fact, but the 
majority found this material popular 
only for trims and high lights. 
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Suedes and Kids Favored 


Lead in the Buying at Exposition Conducted 
by Los Angeles Shoe Travelers Association 


Comfort and yet more comfort is the 
word of southern California women ap- 
parently, for buyers went in for more 
rounded toes, lower heels and ties of 
slightly higher cut. Ties took on a more 
tailored note, especially in the fabrics. 
Heels in dress shoes most preferred 
ranged from 17-8 to 19-8, and for semi- 
sport wear 15-8 to 17-8. Pumps and 
ties sold fifty-fifty but straps, with the 
exception of the T-strap, were conspicu- 
ous by their absence. Side-lace ties did 
not click any too loudly. 

Speaking generally, blacks have 45 
per cent of the picture, browns 35 per 
cent and the other 20 per cent will be 
distributed. An effort to introduce green 
again seems blinking out. Blue unques- 
tionably has third place. Here is the 
way browns lined up in popularity: In- 
dies brown, first; chestnut brown, sec- 
ond; and fawn, third. Marine blue came 
in immediately after fawn, and taupe 
trailed blue at some distance. 


Gain in Evening Shoe Demand 


A big gain in high style evening shoes 
demand was apparent, due (as many 
buyers stated) to increased social life 
which has followed prohibition repeal. 

Brogues in grain leathers, custom 


NED DREYFUS 
Secretary, Los Angeles Shoe Travelers 


toes, plenty of pinking and perforations, 
and a trend to extension soles with both 
flare and round spades led in demand 
for men’s departments. Scroll tips 
sold well and Bluchers with narrow toes 
definitely came into the picture. Seals 
were shown in abundance and the re- 
appearance of the old “ox blood” in 
color under a new named pleased the 
buyers. Dark browns in general, in con- 
trast to lighter browns, went over in 
a big way. 

More than sixty exhibitors took space 
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Advance the Date 
to August 15 
[CONTINUED FROM PAGE 15] 

facturers as to the courage of an indus- 
try to venture Aug. 15 in the promotion 
of an early Fall season. In the majority 
of cases the merchant has said that Fall 
as a selling season is much too short 
as it is. 

If openings are delayed until Sept. 
15, it means but two months of Fall 
fashion selling, for in mid-November 
comes the public consideration of Win- 
ter warmth and Winter wearables. 

A year ago retail trade was stimu- 
lated by the possibility of increased 
prices due to the codes. This year stim- 
ulation to industry will not come out 
of Washington. It must come out of 
industry itself. 

The parade can start with a band 
and all flags flying Aug. 15, or it 
can be an old-fashioned skirmish for the 
American dollar—each merchant in his 
own time way. But meanwhile, indus- 
tries that are organized will have had 
first opportunity to contact the public 
purse, 

Certainly a refreshment of shoes, 
even if purchased in advance of use, is 
a good thing for a public that has been 
wearing sport shoes for many months. 

We on the REcORDER feel that the 
signal start of the parade with a na- 
tional promotion needs 60 days of 
preparation; that our announcement 
now gives the merchant time to prepare 
his ‘stock and his publicity. 

We have queried daily and weekly 
newspapers and we are assured of 
their support in promotion of the idea 
of starting the Fall shoe season Aug. 
15. 

You may say Summer heat is at its 
worst at that time of the year; but 
who can tell, and the surprising thing 


’ is that merchants in the South, where 


one would expect red hot heat, are 
unanimously advocating the launching 
of the RECORDER’S proposed campaign 
to start the Fall shoe season Aug. 15. 

Any national effort that lengthens 
out a short season, at best, is produc- 
tive of more sales at retail and more 
profits and prestige for an industry 
aggressively interested in getting a 
larger share of the public’s dollar 
through the better distribution of fash- 
ionable and useful footwear. 

Spring has a number of excellent 
dates defining the season. Fall has 
none. So we propose Aug. 15 for the 
starting of a new Fall season of shoe 
selling in every store, everywhere, the 
country over. 


at the hotel. A number who had re- 
served space did not receive their sam- 
ples in time to make their showings so 
the expected number, ninety, did not 
materialize. 

At the concluding banquet, Wednes- 
day, June 6, President Joseph Kalisky 
presided, introducing M. A. Mittleman 
of Detroit, president of the National 
Shoe Retailers Association, and Jesse 
Adler of New York, director of that 
association. 
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“How nice 
they look inside!” 


Successful retailers know 


that the inside as well as the 
outside of a shoe must be neat 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is furnished in white, gray, fawn 


and other appealing colors. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Using Recorder Sales Ideas 


The attractive window displa 
by Samuel B. Levy of Levy's 


illustrated above was designed and constructed 
hoery, Inc., Monticello, N. Y., from the suggestions 


shown below, which appeared in BOOT AND SHOE RECORDER of March 10, 1933. 


Windows in White 


[CONTINUED FROM PAGE 17] 


ways in which a little change in the 
angle or position of a shoe will produce 
an entirely different effect and make 
this particular number far more ap- 
pealing from the viewpoint of the cus- 
tomer. 

Let’s take a quick look at these four 
windows in sequence, beginning with 
the Altman window at the upper left 
of the double page spread. This is 
just a group of white shoes, shown 
with a few simple accessories and a 
display card at the front to tell the 
selling story. 

The charm of the window lies in the 
arrangement of the shoes. In the first 
place they are shown on a platform ar- 
ranged at an angle, which places the 
person looking at the window in the po- 
sition of looking down on the shoes, 
as it were, from above. This viewpoint 
is different from the average window 
view and consequently more impressive. 
It has the appeal of novelty, and it 
shows the shoes more as they appear 
when actually in use on the feet of the 
wearer. The regimented arrangement 
of the shoes is smart and interesting, 
and the display stands at the sides 


provide an opportunity to show some 
hosiery as well as single pairs of shoes. 

Windows that show use of the goods 
are the best kind of selling windows, 
and that’s exactly what the Stern 
Brothers window in the upper right 
hand accomplishes. Moreover figures, 
whether they be plastic figures or il- 
lustrations, as in this case, always give 
life to a window. We are interested in 
shoes because they have a part in cer- 
tain activities; we wear them to go 
places and do things in, and they form 
an important part of a certain costume 
designed for a certain occasion. This 
window shows all of these things and 
therefore takes on a special interest 
because the display man has succeeded 
in dramatizing the shoes for the bene- 
fit of the customers who may be ex- 
pected to buy them. 

The shadow box idea in window dis- 
play, and displays within the store, is 
always effective, partly because it sets 
apart a single pair of shoes and 
focuses the attention on this individual 
pair; partly because it provides the 
possibility of effective illumination to 
bring out the best points of the shoe. 
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In the Frank Werner window at the 
lower left, a more practical application 
has been made of these advantages by 
putting a brief selling message at the 
top of each display unit. In looking 
over a window like this, the passer-by 
is less inclined to simply give it a quick 
glance and pass on. Settling each shoe 
apart in an individual display of its 
own tends to make a person look in turn 
at each pair of shoes. And thus it 
enhances the attention value of the 
window. 

Even sale windows should be inter- 
ésting and appealing. There is no 
reason why a showing of shoes spe- 
cially priced should not have as much 
attention and a consideration to make 
it attractive to the customer as if it 
were a high style presentation at the 
beginning of the season. The Sommers 
Shoe Shop window at the lower right 
shows how much more effective a spe- 
cial offering may be if the window is 
dressed up attractively, and this is a 
good point to remember in planning 
windows for your midsummer clear- 
ance sale a little later on. 


A Fifty-Fifty Store 
[CONTINUED FROM PAGE 28] 


of trade that he wants and go after it. 
This wasn’t possible with the Windsor 
Bootery. The capital was too limited. 
It was necessary to coax in both types 
of trade. But a very close tab is kept 
continually on the trade to watch the 
swing and to follow customer demands. 

It started out as a_ neighborhood 
store, carrying shoes for men, women. 
and children. The latter line has now 
been discontinued. At present it looks 
as if eventually the Gold Coasters are 
going to run off with the show, as 
month by month the type of trade has 
continued. definitely to grade up. Win- 
dows are the “eyes of any store” and 
a higher grade shoe displayed in the 
windows of the Windsor Bootery indi- 
cate the growing demand for better 
quality merchandise. 

The manager is Charles Levine, who 
has had wide experience in the shoe 
business in some of the highest class 
stores in Chicago. 


To Promote Hosiery 


DENVER, CoL.—Broadhurst demands 
that his salesmen suggest hose to every 
shoe customer, and checks up constantly 
to see that they do so. In addition, he 
offers a 10-cent P.M. on every sale 
brought about through a shoe sales- 
man’s suggestion. 

However, as a rule, customers are 
taken to the hosiery counter to do their 
buying. This is found most effective 
because here the customer has a con- 
plete variety to select from. 

This store always devotes two smail 
windows on either of the door exclu- 
sively to hosiery, and usually shows 
them with shoes in other windows. 


| 
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is | Today the display man who meets with most success is the one that is versatile enough to make his own window decorations and who is 
| able every now and then to make wp new and novel display fixtures that harmonize with the style decorations used in the windows. 
| Fixtures such as we illustrate here are easily made, are inexpensive and add very much to the attractiveness of your windows. In many 
fixtures. The above illustrations show a set of three fixtures, 
for use in an average size window. are made of boxes, shelves and circles of wallboard. ene a ae Ge 
a tive. They can be painted in any desired color scheme or to meet the requirements of the season or the kind of shown. 
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nthe | AN IMPORTANT CONTRIBUTION 
ail TO IMPROVED SHOEMAKING 


e, who 
_ [A] The Saddle Insole has become an important feature 


in the construction of several makes of arch support shoes. 


[8] The use of the “Down to the Wood” principle in last 
design has contributed materially to the effectiveness of 
mands 3 summer this feature. The last is grooved so that the insole saddle 


| edd fits perfectly into the recessed section of the last. 

ion, _ [¢] By the use of this method the saddle fits closer and 

i. more snugly to the foot and gives added support. Unless 
this method is used the saddle has to be skived so thin 

Pasie in order to preserve the lines of the last that it is of no 

fective practical value in the shoe. 

coni- 

smail 

exh UNITED LAST COMPANY 


ws. BOSTON, MASSACHUSETTS 
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MIAMI SANDAL 

IN-STOCK 

PATENT LEATHER — WHITE STITCHING AND 
D—WHITE STITCHING AND PIPING 

BLUE BLUE STITCHING 

PASTEL BLUE DOESKIN—WHITE STITCHING 
STITCHING AND PIP- 


RED DOESKIN—WHITE STITCHING AND PIPING 
CANARY WHITE STITCHING AND 


ING 
DOESKIN— WHITE STITCHING AND ; 
PIPING 


PI 

Go 
HIGH AND CUBAN HEELS 

PRICE $1.60 57, 10 pays 


BUY 
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ww 
The Pedicharm Shoe 


FASHIONABLE—CORRECTIVE 
AAA-D 


IN STOCK 


A Large Assortment of 

Beautiful and Latest Pat- 

terns in Diversified 
ers 


To Retail at ®4 and 5 No. 4640 
See Our Smart Summer Styles In White Kid and Black Kid 


LAZARUS FRIED & SONS, INC. 


118-120 DUANE ST. NEW YORK CIiTy 


@ @ FOR THE YOUNGER CROWD e @ 
e SPORT FOOTWEAR e 


‘1.79 


4 e for Catalog 
This Color Trio Makes a Good SALES YARDSTICK 
“THE FRIENDLY HOUSE” 145 DUANE STREET 


Lion SHoE Co., INC. NEW YORK CITY 


Dr. Miles Famous Health Shoes 


for Women 


ALWAYS 
IN-STOCK 


No. 2614 — Patent one $2. 10 


strap, steel arch and “4 


No. 2618 — Black Kid 
Tie. Steel arch and cot- 


tage shank Also tage shank. Also in Pat- 
White "Black Kid = White and Brown 
and Brown K 


Widths AA, A, B, C, D and EEE—Sises 3 to 9 


Bleecker Shoe Co., Inc., 138-140 Duane St. 


IN-STOCK 


BLACK SATIN, WHITE SATIN, RED 
SATIN, GREEN SATIN, AND BLUE 


SILVER KID 
GOLD KID 


MATCH THE ABO 
SIZES 3 TO 8. 


MADE ON SPECIAL SANDAL 
LASTS IN HALF SIZES 


‘ 
p on Req 


M. J. SAKS SHOE CORP. 


MEDIUM WIDTH 


152 DUANE ST. 
NEW YORK CITY 


¢ 
é 


Smarr Summer Sryies 


POPULAR PRICED RETAILERS 
FOR 
LEISURE, SPORTS AND EVENING 
WEAR 


BUY IN THE 
NEW YORK MARKET 


HOW TO REACH THE NEW YORK SHOE MARKET 


STREET 


Chambers Street. 
From Grand Central 
Station take the Lex- 
ington Avenue ex- 
press to Brooklyn 
Bridge. If you take 
the B. M. T. Subway, 
get off at City Hall 
Station. From 42nd 
Street and Eighth 
Avenue take the new 
Eighth Avenue Sub- 
way express to 


Chambers Street 
Station. The great 122 
wholesale shoe mar- 817 


ket is but a block 
or two from any of 
these stations. 


When writing advertisers please mention Boot and Shoe Recorder 
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A 
PROFIT MAKING 
FULL STRIPPING 
SANDAL 


$2.10 


AA-A-B-C 
B. FRIEDMAN SHOE CO., INC. WHITE KID 


109 READE ST. new york LEVEY BROS. SHOE CO. 


THE SHOE PARADE 


OUR DAILY INCREASING ARMY OF CUSTOMERS 
WITH ITS CONSTANT DEMAND FOR 


DR. MORRIS VALUES 


HAVE GIVEN US A BUSINESS UNSURPASSED IN THE 
HISTORY OF THE SHOE TRADE 


WE SUGGEST THAT YOU ENLIST WITH OUR ARMY AND LOOK OVER 
SOME OF OUR SPECIAL VALUES 


LEADING 
JUVENILE 
INFANTS’, CHILD'S AND MISSES’ D | S T R | B U T O R S GOODYEAR WELTS 


eee signe CHILD’S AND MISSES’ WHITE GENUINE 
SIZES 6 TO 2 “QRGANIZED FOR SERVICE” BUCK PUMPS 


WHITE—ELK—BROWN or Wive feo BTOD 
to 
204— to 
PREWELT VALUE 


SPECIAL VALUE SIZES 3-6 shea 


PREWELTS CHILDREN’S AND MISSES’ 


WHITE GENUINE BUCK 


2706 4a 

LoW SHOES N B to D 

SAME PRICE B 
IN-STOCK 

T. LEA. SIZES 6-8 pa 


45—PA 
123—BROWN ELK ELK 
BLAC 147—-JERSEY ELK $1.00 ELK 428—8% te 12 


K ELK 
cK— 
ee OXFORDS AND HIGH SHOES SAME PRICE 439—12% to 3 


SIZES 6%-8, $1 BUCK—$!.30 


DR. MORRIS SHOE CO., INC. “New York civ” 


When writing advertisers please mention Boot and Shoe Recorder 
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Ellery Pendleton 


sells his wife a pair 
of shoes 


(President of the Pendleton Fashion Company, makers of the well 
known Rose-Cloud Shoes, as later told to Bill Smith, Reporter) , 
“Darling, there’s no escaping the truth ‘a prophet is without honor 
in his own country.’ Here am I, who select and approve the foot- 
wear for 1,173,856* women all over our great country (*1933 statis- 
tics), and I would no more attempt to advise you on your shoe pur- 
chases than I would fly. But I do want to show you this latest shoe. 
“Isn’t it beautiful! Our stylists designed that solely for the use of 
Black Glazed Kid. In black, it can adapt itself to harmonize with 
a much greater range of dresses than any colored shoe could. Yet it 
is composed and contrasted with such genius that of itself it seems 
to scintillate with color. There is not the slightest doubt in my 
mind that the sheer brilliance of the Surpass Kid of which it is made 
(the Surpass Company tans most of the kid we use) helps to create 
that effect. 
“Slip it on your foot for a moment and feel its 
pliability and softness. The last that shoe was made 
on is the most scientifically correct last we have 
yet developed—it is a brand new one. And of 
course the lining as well as the upper leather in 
that shoe comes from the Surpass Company. It is 
surprising how much a silky smooth, finely 


grained lining will add to the actual foot comfort of a shoe. 

“Who designed it? Lorenzo Pietri and Smith Anderson both 
had a hand in it. It 7s charming, isn’t it? 

“Surpass Kid is tanned so painstakingly and finished with 
such a careful glaze and complete lack of artificial surface that 
it seems to me they must really visualize the way the leather 
will look in the finished shoe and not just on the cutting table 
of our plant, and must consciously work to produce a kid that 
will improve in beauty as it is made into the shoe.” 

“Well, give it back to me ... What? . .. Of course you can 
have the pair! ... I quite admire your choice.” 


% Tanners of Black and Colored Glazed Kid for outside 

stock and linings . . . now featuring Blue, fashion Browns, 
Crushed Calluna and Eucalyptus Grey for Outside Colors; 
Linings in Pastels and other popular shades. Tanners of 
Genuine Black Glazed Kangaroo. Executive Offices, 9th and 
Westmoreland Sts., Philadelphia. Branches, New York, Lon- 
don (England), Boston, Milwaukee, Cincinnati, St. Louis. 
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NATIONAL NEWS 


What's Doing In the Shoe World 


SATURDAY, JUNE 16, 1934 


Department Store Sales in May, 1934 


WASHINGTON, D. C.—Preliminary 
figures on the value of department store 
sales show an increase from April to 
May of less than the estimated seasonal 
amount. The Federal Reserve Board’s 
index, which makes allowance for dif- 
ferences in the number of business 
days, for usual seasonal changes and 
for changes in the date of Easter, was 
75 in May on the basis of the 1923-1925 


average as 100, compared with 77 in 
April and in March. 

In comparison with a year ago, the 
value of sales for May was 12 per cent 
larger. Reported increases compared 
with last year are shown for all dis- 
tricts, the largest increases being in the 
Cleveland, St. Louis, Dallas, Richmond 
and Atlanta districts. The aggregate 
for the first five months of the year was 
20 per cent larger than last year. 


Percentage increase or decrease from a year ago 


May 


Total 
Reserve districts: 


Philadelphia 
Cleveland ............ 
Richmond 


Minneapolis 
Kansas City 
Dallas 


January 1 Numberof Number 
to reporting of 
May 31 stores cities 


Predicts Steady Shoe Prices 


Boston, Mass.—The First National 
Bank of Boston, says: 

“Fall business will start: within a 
month. Prices, generally speaking, are 
expected to be unchanged, and the 
trade anticipates a busy Autumn. 

“The two-cent drop in hides during 
the past two months has brought the 
prices of raw materials into more equi- 
table relationship with the finished 
product. Its immediate result has been 
a renewed pressure of concessions, 
especially in upper leather. 

“The most active demand is for foot- 
wear prices at from $2 to $3. Higher 
values meet consumer resistance al- 
though quality manufacturers are doing 
better than a year ago.” 


Wholesale Prices Advance 
Slightly 


WASHINGTON, D. C.—The Bureau of 
Labor Statistics index number of whole- 
sale commodity prices showed a slight 
advance during the past week and rose 
by three-tenths of 1 per cent, according 


to an announcement made by Commis- 
sioner Lubin. 

“The present increase represents the 
second consecutive weekly advance and 
places the index number at 73.9 per 
cent of the 1926 average,” Mr. Lubin 
said, “and records a one-tenth per cent 
advance over the previous high for the 
year reached during the weeks of 
March 10 and May 12, when the index 
was 73.8. 

“The present index compares with 
73.7 for the week ending May 26 and 
73.5 on May 19. As compared with 
the level of 63.8 for the corresponding 
week of last year, present prices are up 
by nearly 16 per cent. The level is 24 
per cent higher than the post-war low 
reached during the week of March 4, 
1933, when the index was 59.6. It is 4 
per cent above the low of the present 
year reached on January 6, when the 
index was 71.0. 

“Advancing prices of items included 
in the groups of farm products, food, 
fuel and lighting materials, and build- 
ing materials were largely responsible 
for the slight rise. The groups of 
metals and metal products and chemi- 


cals and drugs remained unchanged. 
On the other hand the indexes for the 
groups of hides and leather products, 
textile products, housefurnishing goods 
and miscellaneous items showed de- 
creases. The level for all commodities 
exclusive of farm products and foods 
remained unchanged.” 

The largest decline recorded for any 
group occurred in textile products 
where prices decreased by one-half of 
1 per cent. They have shown a gradual 
decrease since February 24, when the 
highest level of 1934 was reached. The 
accumulated drop is more than 5 per 
cent. As compared with a year ago, 
present prices are 2614 per cent higher. 
They are approximately 44 per cent 
above the post-war low and are at the 
lowest level reached this year. 

The hides and leather products have 
fluctuated within a narrow range dur- 
ing the present year. The index for 
the week is the lowest which has been 
reached in 1934 and shows a deerease 
of 3 per cent below the high reached 
on February 10, when the index was 
90.5. As compared with a year ago, 
the present level is approximately 10 
per cent higher and 30 per cent above 
the low point of 1933. 


Now Cod Fish Shoes 


Tanning cod skins for shoes and gloves will 
be a new industry in Labrador. Sir Wilfred 
Grenfell, on a visit to Montreal, intimated 
that a successful tanner of reptile skins for 
ladies’ shoes will be in Labrador at the Grenfell 
missions this summer to show fishermen how 
to tan the skin of the cod. 

"Before | left England he brought me some 
tanned cod skins," Sir Wilfred said, "and 
really they were astonishingly beautiful and 
strong." 


Raises Duty on Patent Leather 


LONDON, ENGLAND—By a vote of 221 
to 48, the House of Commons defeated 
an amendment to the Finance Bill 
which would have reduced the duty on 
patent leather to 11 per cent ad 
valorem. The clause in the bill impos- 
ing a duty of 15 per cent on the leather 
was carried by a large majority. The 
move made was seen as an aid to the 
Canadian patent leather industry which 
provides the major part of the supply 
of the United Kingdom. The duty on 
patent leather from sources other than 
Canada is valued at $50,000 a year, or 
one cent per square foot of leather. 
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area 
long season shoe 


Simplex Shoe Trees ventilate 
and help dry out the shoe, 
preserve its store appear- 
ance, and when cleaning or 
polishing the shoe, the pat- 
ented spring handle avoids 
soiling the hands. 


The better shoe stores 
find this an important 
item in Service to the 
Customer. 


Store name on trees with 
minimum gross order. 
PROFITABLE 
DOS 


LADIES 
SMALL FOR SIZES 
UP TO 6 
MEDIUM FOR SIZES 
6% UP 


Self 
Adjusting 


WRITE FOR 
UNIQUE SALES PLAN 


SIMPLEX 
SHOE TREE 


COMPANY 


159 NO. MICHIGAN AVE. 
CHICAGO, ILLINOIS 
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Madison Avenue's Newest Salon Shop 


New York, N. Y.—A recent arrival 
among the smart shops on Madison 
Avenue is the Lawrence Parker shoe 
store, owned and managed by H. N. 
Parker and A. L. Noveck. Modern in 
its decoration and equipment, fastidious 
in its wares and service, the Lawrence 
Parker store is one of the most at- 
tractive of the salon-type shoe shops in 
the city. 

The color note is a cool green, brick 
red, and white. Chromium striping, 
chromium lamps, flowers made of fish 
skin, and other artistic touches are con- 
tributory to the effectiveness of the set- 
ting. Two full-length mirrors, chairs 
upholstered in French velour, con- 
venient ash trays, add to the shop’s 
comfort. A distinctive feature is a 


1934 


rolling show case, permitting variation 


‘in interior arrangement. 


Only a few shoes are displayed in 
the interior and the same restraint is 
shown in the window. There is a small 
display inset in the far wall, and a few 
shoes are simply and attractively ar- 
ranged on the center tables. The stock, 
of course, is entirely concealed in the 
back of the store, and is not visible 
through the rear doors from any angle. 
The shoes are all bench-made with the 
exception of a few novelty sandals, and 
are priced from $10.50 up. 

Handbags and two lines of nationally 
known hosiery are carried. Miss May- 
belle Cloyd, in charge of the hosiery 
end, reports very satisfactory returns 
on this item. 


Men's Sandals Selling 


Datias, TEx.—Volk Brothers in Dal- 
las, Tex., have sold 72 pairs of sandals 
in their men’s department in less than 
a week’s time after they featured them 
in newspaper advertising and window 
displays. According to Leonard Volk, 
college boys and traveling men repre- 
sent the two types of men most inter. 
ested in the sandals. The latter find 
them excellent for long automobile 
trips. Elk and white were featured in 
the first order but more white than 
smoked elk are being purchased. 


Reports Exceptional Retail Trade 


Fia.—E. J. Sanders, general 
manager for Crittenden Bootery Com- 
pany, reports a satisfactory increase in 
business throughout the State. His 
company operates shoe departments in 
Burdine’s, Miami; Hatch’s, West Palm 
Beach; Maas Brothers, Tampa; Willson- 
Chase, St. Petersburg; and Levy’s, 
Jacksonville. In some stores the gain 
for 1934 has been as high as 191 per 
cent, with an average State gain of 
better than 75 per cent. 

Blue in marine and navy is going 
strong everywhere, daily calls from all 
the stores for rush orders indicating 
a this is an unusually popular num- 

r. 

There appears to be a revival in 
patent leather, and the demand is stead- 
ily increasing. By Fall it is predicted 
this will be the popular number. 


In white shoes buck is leading, with 
kid following a little behind. Fabrics 
are practically out of the picture. 

Brown, plain and with white, con- 
tinues to be good for sport and specta- 
tor wear. Browns and blues make good 
numbers for traveling. 

According to Mr. Sanders, Florida is 
running first, to white; second, to blue; 
and third, brown. 


Selling Brown Patent Leather 


Boston, Mass.—The Colonial Tan- 
ning Company reports an increasingly 
large demand for Mascara Brown pa- 
tent leather which is being used by 
leading shoe manufacturers throughout 
the country both in whole shoes and in 
combination with suede. 


Long White Season 


DETROIT, MicH.— Hot weather has 
caused a slight drop in business re- 
cently, shoe men locally report, but 
most stores have managed to remain 
fairly crowded on selling days, due to 
the phenomenal season for whites in 
this city. Frank Wood of Fyfe’s ex- 
pressed the views of many shoe men in 
saying that the full white season would 
last as late as the end of July, warm 
weather continuing. Meanwhile, mer- 
chants are generally slow in laying 
plans for Fall buying, awaiting outcome 
of the sale season to follow. 
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Oop : Cohen Opens Dallas Branch = 
DALLAS, TeEx.—The new Dan Cohen Eo $ 
- Shoe Store, thirty-ninth in the chain a7" 
and first to be opened in the Southwest, @ «xi. - 
opened its doors to customers in Dallas £2 & 
on June 7. a = 
Occupying the thoroughly remodeled as eo § Ka 
former location of the I. Rude store, a 2yOF ea 3 => 
the new store is said to be the largest = d¥ve~<as (as 
exclusive shoe store in Dallas, handling 
shoes for the entire family at popular 
prices. - 
Dan Cohen, president of the company, > 33 2% 
in Dallas for the opening, announced Hess 
the appointment of Jack A. Levine, for- +* 
eople whose foot mer Dallas man, as manager of the £ ee ce 
One of the largest electric signs in Poo 1? 
lation troubles you have the city, a neon sign 82 feet high in S p23 25 == 
lj d red and green, tops the Elm Street #O32 #8 cS 
ed in relieved are the front. The store has two main en- 
trances. 
steadiest and most 
y ar- 
tock profitable custom- New Colella Company 
n the 
isible Lynn, Mass.—‘“Patsy” Colella has 
angle ; ers. Dr. Scholl 5 formed Colella, Inc., and the new con- 
h the Wie : cern has taken over the equipment of 
5, and mer chand ise en- Colella & Leighton, Lynn, and has 
; bI moved it to the Association factories, 
nally - 101 Rantoul Street, Beverly, there to 
May- ales you to pro carry on in women’s novelty style shoes. 
vide this relief. 
Harry Macher in Wheeling 
WHEELING, W. Va.—Harry Macher 
ie Elected Bank Director is now manager of the local branch of 
Boston, Mass.—Hon. Frank G. Al- the Seegel Bros. chain. He formerly 
; —, len, chairman of the board of Winslow was with M. Marks, Inc., in Paducah, 
ie Bros. & Smith Co., tanners of sheep, Ky., for 10 years as buyer and also 
= d was elected a director of the Union served in the same capacity for the 
g00 Trust Co. of Boston. Union Store of the same city. 
ida is 5 < 
blue; & = 
Unusual Advertising by 
Shoe Merch 
oe Merchant 7a — 
. 
SOME CHILD'S SHOES SHOULD BE LABELED WITH 
i 
= “SKULL AND CROSS BONES” ON THE PRICE TICKET oi = 
d_by By CHARLES L HELBERT 5 i= 
zhout Graduate Sclentifie Shoe and Arch Appliance Fitter £ss 
nd in The detects that prove most com- Ing adult years its efficiency be >" 3533533 §S ie 
mon among children of school age, comes gréatly impaired. If, as all = £ Oo = Qo— S 
and more vital than we can realize, toot authorities agree, the crifical © EEC o ¢ a 
and usually overlooked by parents period of child foot care is dur- 659 fa 5 £ < oOo. 
and shoe sellers, is the condition ing the years before the child geta QZ a ir + oc 
of weak and deformed feet. Yet {nto school, and thereafter, then + 
the great majority of children were this fs the period of life when feet é [a oP c> 
born with normal feet. 
g 
s re = 
main the. tat 8 
ue to Instead the foot Lug 
there Shoes fare and lesg about so called “Bar- > 
in years when gain Child's Shoes” juet<made to o 
to unite to sell at attractive prices, without a 
at period. — 
en in = Li 
adult can be is inclined.—Advt. 2 5 2 > 
varm Fo vw © > 6 
ASHLAND, OHI0—Charles I. Helbert|no doubt but what the three column 
is creating a considerable amount of | advertisement reproduced caused every | Z 
= interest through his “different” method | parent who read it to realize the im- 5 = ares ; ey 
of telling the story of his store and his| portance .of good shoes, properly fitted 
store’s service to the public. There is| by an expert shoe man. 
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R2019 — Black Kid. 

R2027 — Brown Cus- 
tom Calf. 

R2029 — Black Cus- 
tom Calf. 


IN STOCK 


Endorsed by 

Leading Experts 

on Foot Health @ The Doctor Shoe has long since 
earned its way to national recognition because of 
its structural and orthopedic advantages. It keeps 
good feet well; it corrects weakened arches by meet- 
ing nature’s conditions. 


A quality line that will give prestige to your store 
service, making and holding appreciative loyal cus- 


Efficiency, but without a trace of bump- 
tiousness—friendliness that never has 
its tongue in its cheek. Add to these a 
livelier tempo and the endless little lux- 
uries of Philadelphia's modern hotel— 
and you have the reasons why the 
travel-wise are now turning down 
Chestnut Street to Ninth. 


tomers. 


The franchise for your 
town will prove valu- 
able. 


Write for 
CATALOG 


RACINE wisconsin 


“What's the point,” ask they signifi- 
cantly, “in paying the top price?” 


THE BENJAMIN FRANKLIN 


PHILADELPHIA'S MODERN HOTEL 
CHESTNUT AND NINTH STREETS 
E. LESLIE SEFTON, Managing Director 
The Largest Unit in the United Hotels Chain 


Block Stores Expand 


SEATTLE, WASH.—A new shoe store 
and new headquarters of the chain of 
Block stores are being opened by the 
Block Shoe Store Co., headed by Max 
H. Block. Offices of the company are 
being moved to the Republic Building, 
where an entire wing is being taken. 
The new store is to be opened early in 
July at 321 Pike Street, and will be 
the 16th in the rapidly widening chain. 
Expansion recently has taken place 
with links opened in such cities as 
Aberdeen, Wenatchee, Spokane, Yak- 
ima, Taco~.a, Olympia, Everett and 
Bellingham, Wash., and in Portland, 
Salem, and Eugene, Ore. 


Schiff Adds Many Branches 


CoLumBus, OHIO — The Schiff Co. 
which now operates a chain of 218 re- 
tail shoe stores in 26 states in the north- 
ern, central and eastern sections of the 
country has placed new stores in the 
following locations during the past 
three weeks: 

Joliet, Ill., under the name of the 
R. & S. Shoe Store; Department in 
Lee’s Inc., Hamilton, O.; Department 
in the Wallace Store, Schenectady, N. 
Y.; Department in the Wallace Store, 
Pittsfield, Mass.; Department in Alf 
M. Reiber & Bro. Store, Butler, Pa.; 
Department in Levy Bros., Inc., Eliza- 
beth, N. J.; Department in Maccallums 
Store, Northampton, Mass.; Store at 23 


West Federal St., Youngstown, O., 
under the name of Schiff’s Big Store; 
Department in the William Laubach & 
Sons Department store, Easton, Pa.; 
Department in Houghton & Dutton De- 
partment Store, Boston; Store at Iowa 
City, Iowa, known as the. R. & S. Shoe 
Store; store at Council Bluffs, Iowa, 
and store at Boston, Mass. 


Kilbourne Moves Store 


MINNEAPOLIS, MINN.—Charles A. 
Kilbourne after several years operat- 
ing an individual store for juvenile 
footwear, has taken the basement floor 
in the new Chase & McLean store. 

Mr. Kilbourne is one of the veterans 
of the retail shoe trade in the Twin 
Cities, starting at the age of 19 with 
the pioneer Knoblauch store, 36 years 
ago. With the closing of the Minne- 
sota Theater, adjoining, more than a 
year ago business declined in that dis- 
trict, so Mr. Kilbourne decided on the 
advantageous move he has just made. 
Chase & McLean operate as the Family 
Shoe Store. Mr. Kilbourne was first 
to have an exclusive juvenile footwear 
store in the city. 


Selling Men's Shoes 


Des MoINEs, Iowa—Nate Robinson 
just opened a new men’s shoe and cloth- 
ing store at 817 Locust street. 


| 
| TO RETAIL $7 TO $8.50 thé 
< 
| 
| COMPANY 
| 
| 
FOOT 
COMFOR 
ot 
WEEK gy 
in your win- 
dow the window ma- | 
terial which we sent 
| to you along with Dr. 
“Scholl merchandise. 
| people ‘Stop and 
look’ you get the. 
| lion's share of this” 


934 


ison 
oth- 


BOOT AND SHOE RECORDER, June 16, 1934 


Salt Lake City Softball Experts 


SaLt LAKE City, UTAH—The old 
game of indoor baseball has been ele- 
vated into one of the most popular mass 
sports activities in Utah, even though 
the name has been changed to “Soft- 
ball.” Right now the Florsheim team is 
a real contender for the local league. 
Pictured above is the league leading 


team, all ready for action. The members 
are—Wayne Stagg, Lenny Eccles, Rod 
Heath, Manager Dean Middaugh, Ralph 
Jettie, C. Middaugh, Paul Lubeck, Spon- 
sor Ham Sanders, manager of the Flor- 
sheim store, Larry Thomas, Andy Eik- 
rem, Claude Johnson, Gene Middaugh, 
Graham Burt and Jimmy Hodgson. 


Inter-City Golf Matches 


Boston, Mass.—The Inter-City Golf 
Team matches, composed of golfers con- 
nected with the shoe and leather trade 
from Boston, New York and Philadel- 
phia, will be played on Tuesday, July 
10, at the Charles River Country Club, 
Newton Center, Mass. This turnout, 
an annual event in the East, has over 
a period of years proven to be one of 
the most interesting events of this kind 
scheduled, and has always produced 
a large number of leading golfers from 
both the manufacturing and _ allied 
trades. 


Appoints Sales Agents 


MILWAUKEE, WIs.—Albert Trostel & 
Sons Co., tanners, announce the ap- 
pointment of the Northwestern Leather 
Co., Boston, Mass., who will sell the 
complete line of Trostel leathers 
throughout the New England territory. 
The company also announces the ap- 
pointment of the A. R. Mueller Co., 
Milwaukee, as sales representative for 
Trostel calf leathers throughout Wis- 
consin. Rich White, formerly associat- 
ed with the Barrett Leather Co., Little 
Falls, N. Y., is now doing special ex- 
perimental work for Trostel. 


Color Chart Being Distributed 


PHILADELPHIA, Pa.—The 19th edition 
of the VICI Color Chart for Fall, 
1934, is now being issued to the trade 
by Robert H. Foerderer, Inc. 

As in previous seasons, it is a sum- 
mary of the leading costume and shoe 
colors grouped in their proper relation. 
Two distinctly different ensembles are 
suggested for promotion with each 
VICI Color. 


Special emphasis is given to VICI 
blacks, brown and blue (for the early 
season) at a time such as this, when 
a variety of new colors is being con- 
sidered and promoted it is interest- 
ing to note the stress given to the basic 
volume shades upon which the struc- 
ture of the average staple business is 
built. 

Once again the costume colors shown 
are from Julius Forstmann Corp. and 
from Cheney Brothers. 

The VICI Color Chart is the tradi- 
tional buying guide and sales aid in 
the industry. For nearly 10 years now 
many important merchants have based 
their stocks on the recommendations of 
this dependable summary. 


Postpone White Sales 


DETROIT, MICH.—At a meeting Tues- 
day, members of the Detroit Retail Shoe 
Dealers Association votes unanimously 
to postpone all sales on white shoes un- 
til after the Fourth of July. This step 
was recently urged personally upon 
Michigan shoemen by M. A. Mittleman, 
president, and is being taken to heart 
by local dealers. 


Reports Heavy Fall Ordering 


St. Louis, Mo.—Brauer Bros. report 
that they have booked the heaviest 
early fall business in their history. At 
present over 24,000 pairs of shoes for 
August delivery are on order. Shoes 
are well divided on all types of pat- 
terns. This exceptional early ordering 
is due in a large part to those buyers 
who tried out the lines in limited lots 
for Spring and are now placing good 
substantial orders. 


SUMMER TIME 


IS PROFIT-TIME 
with Boy Scout Shoes 


Dowt Miss Sales for Lack of ene 


In-Stock— 
Immediate 
Shipment 


Style £913—Official moccasin type service ox- 
ford. Brown Elk, Gro-Cord Kicker Toe Sole and 
Heel, Match = Gents’ $2.60; Boys’ 
$3.00; Men’s $3. 

Style "Service Shoe, medium shade 
Tan Elk, half bellows tongue. Gents’ $2.60; 
Boys’ $300; Men’s $3.45. 

2739—Same, Camp Oxford, Brown Elk, 
Raw Cord Sole, = heel. Gents’ $2.25; Boys’ 
$2.60; Men’s $3. 

Camp Shoe, medium shade 
Tan Elk, half Gents’ $2.25; 
Boys’ $2. "60; Men’s $3. 


CAMP-OLOGY BOOKS SUPPLIED FREE. Every 
Scout wants one. Show them in your window 


STYLE No. 581 
OFFICIAL 
BOY SCOUT 

DRESS OXFORD 


Brown or Black Calf, seather sole, rubber heel, 
ie last. Gents’ $2. 55; Boys $3.25; Men’s 


Style £561 . . Same in Brown Elk. 
$2.25; $2. Men’s $3.25. 

Style $56 ame in Black Kip. Gents’ 
$2.25; $2. Men’s $3.25. 


Gents’ 


Every Scout and Cub has visions of the pre- 
hikes and training for summer- 
tim jet more of the boys’ trade by 

these sturdy shoes in your window 


Complete descriptive folder sent on request. 


EXCELSIOR 


SHOE COMPANY 


Portsmouth, Ohio 
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COMFORT 


WEEK 


is getting 
on its feet! Good 
feet—thanks to Dr. | 
Scholl's Foot Comfort. 
Remedies and Appli- 
ances. This is the big 
for shoemen who 
know it is profitable to 
relieve foot troubles in 
to prevent mace 


Adopt Return Goods Rules 


Kansas CiTy, Mo.—Downtown mer- 
chants of Kansas City have adopted 
a definite set of rules regarding the re- 
turn of merchandise which should 
affect every shopper in the city, and 
which virtually all of the larger down- 
town stores put into effect June 1. 

The Merchants Association has 
agreed to follow six specific rules re- 
garding this practice. These rules are 
as follows: 


Merchandise out of the store five busi- 
ness days or more is not returnable. 

. sales check should accompany every 
return. 

Yard goods cut from a bolt is accepted 
for return only as follows: 3 and 
over, less 25 per cent of the cost; 2 yards 

under 3 y: less 50 per cent of the 
cost; less than 2 yards of cut goods not 
returnable. 

Soiled, worn or damaged goods are not 
returnable. 

The following merchandise is not return- 
able under any circumstances: bathing 
suits, combs, corsets and brassieres, hairs 
brushes, underwear touching the body, 
goods, mattresses and bedding, rubber 
goods and sundries, and toothbrushes. 

The real reason for the returning of 
merchandise shall be required. This will 
oomet stores to eliminate faulty merchan- 


J. A, Cox, president of the Shoe Re- 
tailers Association, will call a meet- 
ing of this association in the near fu- 
ture to take action on the measure. 
Many of the retail shoe dealers are 
members of the Merchants Association 
but in order that the rules on the re- 
turn of merchandise will be observed 
by all it is desired that the Shoe Re- 
tailers Association go on record as a 
body in the matter. 
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Enlarged Shoe Section 
Warrants Outstanding Display 


SPRINGFIELD, ILL.—On the occasion of 
the moving of the Vitality shoe depart- 
ment from the basement to its special 
section on the main floor of Myers 
Brothers store, the window pictured 
here was given due credit for the re- 
markable sales record experienced. Win- 
dow men Howard Buck and Bernard 
Bowman of the store’s window decorat- 
ing department were responsible for the 
success of the window trim itself, ac- 


cording to Carl M. Kramp, shoe buyer. 
“This window” said Mr. Kramp, “is our 
island window, so is the most outstand- 
ing display section of our store. It 
is rarely used for shoes, entirely. How- 
ever, as we promoted our Vitality shoes 
from the basement to our enlarged main 
floor section, we gave Vitality shoes the 
best possible spot. Public response 
was immediate and most satisfactory.” 


Installs Air Conditioning Plant 


WASHINGTON, D. C.—“It’s becoming 
a modern necessity which merchants 
must provide.” 

This is the opinion of Herbert J. 
Rich, who is one of the first shoe mer- 
chants here to install an air condition- 
ing system. 

Occupying a four-story building on 
a corner location. Rich’s could hardly 
be classed as a “hot” store. Rows of 
windows on the upper floors provide 
ample ventilation; but the first floor, 
enclosed by show windows, is neces- 
sarily a bit sultry on a hot Summer’s 
day. This is the condition Rich’s mean 
to remedy, since customers must enter 
on the first floor. 

The system installed has a distribu- 
tion duct near the ceiling at the rear 
of the store. Dehumidified and cooled 
air is forced on a horizontal plane 
toward the front entrance. The rising 
hot air striking this cool, dry air causes 
it to descend in broken currents, rain- 
drop fashion, cooling the store through 
permeation rather than by a forced cold 
current sweeping out the hot air. 

Another distribution duct is also in- 
stalled in the basement where the men’s 
department is located. It operates 
similarly to the one on the first floor, 
as the stairs to the basement is at the 
front entrance. 

Return units on both floors create a 
circulation system. Then withdrawn 
air is taken through the main cooling 
and conditioning coils, situated in the 
rear of the basement, where it is puri- 
fied, mixed with outside air, and de- 
humidified. 

Rich’s plan to exploit the “cool, clean, 
fresh air” feature in advertising their 
air conditioning system, rather than 
the “cold” temperature idea. 


A differential of from 10 to 15 de- 
grees between the store temperature 
and the outside air will be maintained. 
Those temperatures have been found 
sufficient for comfort. Lower tempera- 
tures in the store would cause discom- 
fort, as the change would be too great 
for customers entering from and going 
out into the blazing heat of the street. 

Mr. Rich believes air conditioning is 
a merchandising asset, and expects his 
system to increase his sales of shoes 
during the Summer. 


White Shoes Speed Service 


New York, N. Y.—A group of the 
bell boys of the Hotel Lincoln lined up 
in their lobby in their new Summer uni- 
forms and white shoes. At first the 
idea of having the boys wear white 
shoes, which was suggested to the man- 
agement by one of the many shoe men 
stopping there, sounded good. The most 
surprising thing outside of the snappy 
appearance of the boys, was the fact 
that since the boys have been wearing 
their white shoes, they move twice as 
fast and are many times more alert. 
In some way the wearing of white shoes 
with their Summer uniform has given 
them sartorial smartness in addition to 
a sense of personal sprightliness. 


Appointed Buyer and Stylist 

In the July 2 issue of Boor AND SHOE 
RECORDER, it was stated that Harry 
Stern had joined the Ansonia organiza- 
tion and that he would head their the- 
atrical shoe department. The latter 
portion of the announcement was an 
error, and it is announced that Mr. 
Stern’s connection with Ansonia will be 
in the capacity of buyer and stylist. 
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The BEST “BUY” in You Repeat Your Profits with 
NEW YORK HOTELDOM America’s Finest Comfort Shoes 
A COMBINATION of every- 
thing you desire in a hotel at 
amazingly low rates—perfect lo- 
cation in the heart of Times — 
Square . . . adjacent to all Sasa, 
ITWEAR 
theatres .. . New York's newest 
hotel’. . . extra large rooms— 
many windows—large closets— 
comfortable furnishings. 
1000 ROOMS 1000 BATHS At AND 
yer. | 000 R ADI OSs VENTILATION TO EVERY ‘STEP 
our 
s, The RIGHT FEATURE shoe which has undergone the acid test of 
“4 Rooms from $9.50 a day several years manufacture will produce REPEAT PROFITS for you. 
Nu-Matics with their patented, scientific, "cushion" and "nail-less" 
low- Garage Opposite Hotel features are virtually non-competitive. Send for our Catalog of 
hoes Men's and Women's Shoes, 
nain e ROHN SHOE MFG. CO. 
; the 512 W. Florida St., Milwaukee, Wis. 
- HOTEL EDISON 
ry.” 
a 47th Street just West of Broadway WI 7 | w// | a li C 
New York NAIL-LESS 
ture 
ned. OWNERSHIP MANAGEMENT C S S 
oar USHIONED SHOE 
era- 
com- 
_ Good Sh dH Ad dising foot for the bride for three “Parents with ] families of gro 
‘oin sing footwear for the bride for thr arents with large families o w- 
a gatun ann decades and retains its leadership ing girls have been forced to stint on 
ig is SEATTLE, WASH. — New slants on among exclusive shoe salons. shoes for some years now and the ser- 
rhe June bride merchandising of footwear § Nothing holds the spotlight in the vicable tennis shoe offers a way out. 
ees to fit the bride of 1934 have been fea- mind of the public for the month of However, hundreds of parents who can 
tured this year by Turrell’s, one of the June as does the bride. References to afford anything they want like these 
her activities in preparation for the shoes for their growing daughters for 
great event by the shoe dealer are cer- they answer all purposes of sports wear 
tain to elicit instantaneous attention especially in a beach town like this.” 
F th and incite curiosity that leads to pat- 
A "Spectator" Window 
uni- Volume in Tennis Shoes New York, N. Y.—Lord & Taylor de- 
; the Santa Monica, Cau.—M. Gardner, Voted an entire window to the spectator 
white manager of The Vogue Shoe Company, Port shoe for women last week, with a 
man- Inc., has built a handsome volume in Neo-Classic setting for the background. 
men wenthe quite A single white vase, with a back-drop of 
aeest largely through variety in kinds and ® Shutter effect in pale blue, made a 
appy medium prices. very simple but effective set for the 
fact se ig: ed “The leader,” says Mr. Gardner, “is ather numerous pairs of shoes shown. 
aring damn 30 cont a rubberized mesh shoe in different Twenty pairs of brown-and-whites, 17 
ce as i also! colors with white leading selling at Pairs of black-and-whites, and seven 
alert. $1.25. This shoe has an arch and a Pairs of all-whites were displayed, the 
eee heel so is practical for other purposes, basic leather being white buck. 
“ ra the growing girl of course being our 
1519-21-23 THIRD AVE, chief customer. Due quite largely to 
WM n— this shoe our tennis shoe sales have in- Harvard Shoe Co. Starts 
creased more than one hundred per cent RIVERHEAD, (L. I.), N. Y.—A recent- 
pioneer shoe stores of the Pacific North- in the last year. ly formed partnership which consists 
west city which has outfitted many hun- “We have no less than fifteen varie- of L. R. Elwood, J. Harvey Downs and 
SHOE dreds of June brides each summer. ties on hand at all times with crepe A. T. Elwood is known as the Harvard 
larry This year Turrell’s shoe salon gives soles, compo soles and other types. A Shoe Co. They have taken over the 
niza- intimate glimpses into the thoughts and minimum of display and a minimum of former Beck Hazzard shoe store at 9 
 the- experiences of the bride by specially advertising are used. We positively E. Main street and will continue to 
atter featuring “Pages From a Bridge’s - seldom have more than four pairs in feature this brand of shoes. L. R. 
Ss an Diary.” One of these pages is shown the window at any one time and yet we Elwood was previously manager of the 
_Mr. herewith. have become known all over town as the store, while J. Harvey Downs was his 
ill be On this page the bride informs the tennis shoe store. Volume and demand assistant. A. T. Elwood is associated 


public how Turrell’s has been merchan- 


are increasing daily. 


only in a financial way. 
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Soft Sole Slippers 


SOFT SOLE SLIPPERS 
No. 617—MEN’S MOCCASIN—28¢ 
WOMEN’S AND BOYS’—26¢ 
Also different styles a 


heel slippers at 
prices. 


Samples on Request. 


324 WEST 20th ST. 


G. H. SLIPPER CO. york city 


Men's Shoes 


COMPLETE LINE OF 


BOOT STOCK 


in America 


For Immediate Delivery 


Men, Semen 4 & Children’s 
Boots f 
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NEW BALANCE IN LASTS 


Lynn, Mass—The last makers are changing 
the balance in some lasts for new shoes for 
Fall, especially those that have more substance 
in them, so they'll tread even for heel and 
toe, and not heavy on one end and light on 
the other. 


Gimbel's Goes Mexican 


New York, N. Y.—Gimbel’s Carioca 
Shop is drawing many a feminine cus- 
tomer these days. Making use of the 
Mexican trend, this attractive shop is 
profusely decorated with panels of 
Spanish and Mexican motifs—cactus, 
cock fights, sombreros and guitars are 
part of the exotic arrangement. “Viva 
Villa!” proclaims one show card, 
“Mexican colors make stunning sand- 
als.” Sandal ghillies, rubber beach 
sandals, cork clogs, and the Carioca 
sandal (in red and white and blue— 
“made like a shoe, yet has all the airy- 
coolness of a smart sandal”), help to 
make up a diversified and interesting 
stock. J.T. Greenberg is buyer for the 
women’s shoe department. 


Miami Buying Dark Blue 


MIAMI, FLA.—Albert H. Cowan, man- 
ager of the shoe department at Marks 
Department Store, reports that 20 per 
cent of total volume is in dark blue 
at this time. Even the younger girls 
are calling for blue in semi-dress 
models. Thirty per cent of sales run 
to brown and white sports models. Red, 
particularly in dress shoes, appears 
with enough frequency to bring a note of 
bright color into the picture. About 50 
per cent of total volume is spectator 
sports, ties leading by a big majority. 


Moccasin Pattern Featured 


Boston, Mass.—Twenty different 
styles, all built around a basic pat- 
tern, made an interesting display of 
men’s footwear recently in the Nettle- 
ton Company store. The basic pattern 
was the moccasin vamp with hand- 
sewed seam. Style variations were 
achieved by building the shoes of dif- 
ferent leathers and different combina- 
tions of colors—some obviously de- 
signed for sport, some for spectator 
sport and others for dress and street 
use. Among the styles were all-black, 
all-white, all-brown, all-tan, tan and 
white, brown and white and black and 
white. Soles on the dress types and 
spectator sports were leather. Genuine 
sport models carried spike soles for 
golf and rubber sport soles. 


Open Toe Sandal Display 


NEw YorRK, N. Y.—Bergdorf Good- 
man’s large shoe window contains but 
eleven pairs this week. They are all 
open toe sandals of the same style, 
though differing in fabric, leathers, and 
colors. 
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Push Carts Go High Brow 


New York, N. Y.—The I. Miller 
Shoe Store at 526 Fifth Avenue have 
what they term a “shoe garden.” This 
consists of a shoe display on a ped- 
dler’s cart painted in bright colors. 
Potted plants are set among the shoes 
shown. 


Celebrates 60th Anniversary 


Racine, Wis.—Klapproth Bros. is 
celebrating its sixtieth year in business. 
William Klapporth is the present own- 
er. Henry, a brother, died several 
years ago. The store was founded in 
1874 by Henry Klapproth, father of 
William, and has not changed location 
in that time. 


This Ad Increased Sales 


DENVER, CoLo.—C. S. Gaylor, buyer 
for the shoe department at the Joslin 
Dry Goods Co. here estimates that the 


SOSLIN’S and nobody else 
Has This Perfect Team! 


“Merville” 
inode by wontertel new pr proc that 
a new eas that 
nates “rings” and “shadows”! $4.00 
they're more beautiful than 
ould be! Ask for 


Sandals 
in white kid . 
& 
lovely . tty 


medium-low heel! with 


| 


above advertisement increased sales 25 
per cent on the hosiery and shoes il- 
lustrated. A good majority of the cus- 
tomers who bought one article of th. 
“team” bought the other. The ad was 
used with the idea of increasing the 
average sale and at the same time sell- 
ing women the proper hose for sanda! 
wear. Note that both are exclusive 
items. 


WeaLRE 
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| BOOTS 
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Riding, Cowboy and Lace Boots 
“FORT WORTH, TEXAS 
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CROMWELL Co. 
1239 Broadway 
New York City 
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New York Shoe Club Gets Charter 


New York, N. Y.—About 150 char- 
ter members of the newly organized 
New York Shoe Club Inc. formed an 
enthusiastic audience as Everit B. Ter- 
hune, president of Boor & SHOE RE- 
CORDER presented the club’s charter to 


ALBERT BEIGEL 


New President 


the temporary presiding officer, Al 
Beigel, at the third meeting held at the 
Hotel McAlpin. 

As pointed out in the presentation 
ceremony, a shoe club never started 
under more auspicious circumstances. 
The fact that 40 members signed up 
during the past week, without any in- 
tensive effort being made, showed to 
the sponsors what they may expect in 
the way of membership when the club 
opens for an active Fall and Winter 
season. 

Great credit for the successful start 
goes to the untiring effort of Al Beigel, 
Barney B. Kimless and members of the 
Board of Governors. 


Representative shoe men, who needed 
no introduction to the club members 
were presented. Among them were 
Loring G. Peede, Editor, Hide and 
Leather; John J. Holden, manager Na- 
tional Shoe Retailers Association; Wil- 
liam R. Parrott, of the Shoe Fashion 
Guild; Morgan Grossman, president 
New York Shoe Manufacturers Board 
of Trade; Benj. Schwartz, president 
Greater New York Shoe Manufacturers 
Association. 

Barney B. Kimless, chairman of the 
Entertainment Committee, announced 
that the entire 24th floor of the Hotel 
McAlpin had been reserved for Novem- 
ber 10 (Armistice Day Eve), for the 
banquet and dance. This is expected to 
be the one outstanding Winter event. 

Full cooperation of the Shoe Club 
with the Boot and Shoe Travelers’ As- 
sociation coming outing, July 19, was 
promised by President Beigel. He also 
made it plain, that all men who hold 
responsible positions in the shoe indus- 
try and who live outside New York will 
be most welcome to use the permanent 


Cevtifixate af 
The Shoe Club, Snr. 


: 


THE CLUB'S CHARTER 


rooms of the club at all times. The 
rooms are the 300 suite, Hotel McAlpin. 

A membership of at least 500 active 
members was predicted for the next 
meeting which will be held in Septem- 
ber. 


Canton Shoe Stores Move 


CANTON, OHIO—Expansion by the 
Kresge Co. of its Arcade building prop- 
erty on North Market Avenue, will 
necessitate the vacation by three retail 
shoe stores in the building, all of which 
are now negotiating for new downtown 
locations by July 1. Retail shoe firms 
affected by the change include Roxy 
Shoe store, with entrance in Market 
Avenue North and from the Arcade en- 
trance and the Miller Juvenile Shoe 
Shoppe and Zimmer’s Ladies Shoe 
Shoppe. Alvis Hosiery Shoppe also 
must vacate. 


Kulwin Opens Store 


Cuicaco, Itu.—Kulwin opens new 
shoe store at 1369 Milwaukee Avenue, 
dealing in women’s novelty shoes only. 
An overnight bag was given to all cus- 
tomers purchasing shoes on the opening 
day. Louis Rivkin is managing this 
store, 


Small Store "Beach Shop" 


DALLAS, TEXAS—Even the small shoe 
store can boast its “beach shop” as 
evidenced by the “beach” counter at 
Harlow’s. A few pieces of pine scrap 
lumber, roughly made into a frame- 
work and covered with a small piece 
of awning material to cover the length 
of a front counter case, proves an ex- 
cellent background for displaying beach 
sandals for children and grown-ups. 
The awning, built at a cost of a few 
cents only, gives the effect of coolness 
and shade even in the store where no 
direct sun is shining. Sandals are dis- 
played on top of the counter beneath 
the awning. 


Early Closing 


CANTON, OH10—Retail shoe stores of 
Canton now close at 6 p. m. daily. Sum- 
mer closing schedule will remain in 


effect until September 1. 


A full page in The 


Saturday Evening 
Post, a large ad in the - 
American Weekly — 
and ads in other lead- 
ing magazines and 
"newspapers are telling 
millions of people that. 
there is a Dr. Scholl 
Remedy or Appliance 
for every foot trouble. 
Tie in with this big 
event. 


Making Double Sport Sales 


MIAMI, FLA.— Sam Bailey reports 
that in women’s footwear about 25 per 
cent of his total sales volume is in navy 
blue ties. He accounts for this because 
blue is the popular travel shade this 
season and matching shoes are in de- 
mand. Brown and white sports models 
are very good and ties in all models 
are popular. At least 75 per cent of 
sales run to this. 

For men, brown and white and black 
and white sports models run about 
fifty-fifty. Mr. Bailey says it is up to 
salesmen to push a double sale in sports 
models as he finds it very easy to sell 
a pair each of the two colors. If a cus- 
tomer wants a solid black, white or 
brown, he takes but one pair, but the 
combination calls for two pairs. 


Discontinuing Business 


Des MoInEs, Iowa.—Anderson’s Shoe 
Store has announced a closing out 
sale and is discontinuing business the 
last of May. Anderson’s has been in the 
present location for two years and was 
formerly connected with Oransky’s. 


Handles Shoes Exclusively 


AvDEL, lowa—Fred Dodge announces 
a change of policy for his men’s fur- 
nishings store here. He will handle 
shoes exclusively. Remodeling is now 
completed and his stock of shoes was en- 
larged for the opening on June 15. 
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Women's Shoes 


SUNRAY 


HAVERHILL, MASS. 


KUSH-IN-EZE 
HAND TURNED 


FOOTWEAR 
IN STOCK 


Ne. 156 Black 
Kid $2.35 


No. 202 Black 
Kid $2.10 


SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 


Hosiery Protectors 


on Stock! Pretecters 

it means QUALITY 
Only WALK-EZE’S are By 
of Komi. 


Sizes for Women, 
Men and Children 


U. 8. 
Order jobber or CAN. 281 
Offices Stamped every palr. 
Executive Office: Syracuse, N. Y. 
CANADA: 729 St. Antoine St., Montreal 
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Features Green 


New York, N. Y.—Green as the im- 
portant new fashion color for Fall was 
stressed at a Green Fashions for Fall 
luncheon held under the auspices of 
The Color Fashion Bureau of the 
Onondaga Silk Company. Green was 
not only the fashion theme of the 
luncheon, but also of the decorations 
and of the menu. Green cocktails were 
served. The program of events was in 
tones of green and even the food, from 
honey-dew melon to pistachio ice cream 
made use of this color effect. 

Represented among the guests were 
leading fashion editors, and manufac- 
turers in practically every field of 
women’s wear—dresses, hats, gloves, 
hosiery, shoes, costume jewelry, and 
even cosmetics and perfumes. 

Philip A. Vogelman, director of The 
Color Fashion Bureau, predicted green 
in olive and bluish shades as the new 
and fashionable note for Fall. 

An exhibit of silks in the new Fall 
greens was a feature of the luncheon. 
These were shown in deep, rich tree 
shades, such as Sycamore, Hemlock, 
Pine Needle, Balsam, Willow, Elm, 
Beach, Cypress, Poplar, Larch, and 
Box-Elder. 

Dr. Joseph Jastrow, internationally 


1934 


As Color Theme 


known psychologist, who was one of the 
speakers, touched on the symbolism of 
color and the psychology of fashion. 

“Color,” he said, “speaks in many 
languages; one of these is symbolism. 
Green in nature suggests plenty; the 
green palm stands for victory; the 
laurel wreath for honor; the olive 
branch for peace. Gems readily be- 
come symbolic; the emerald is the stone 
of the green month of May. The most 
intimate employment of color is in 
raiment. Like the use of scents and 
perfumes, it touches personality; and 
the psychology of that is always subtle 
and complex. In addition to our perma- 
nent psychology, we have a changeable 
one, and the god of that is fashion. 

“In their turn, because we crave 
change, fashion gives its blessing to one 
color and another. That we go in for 
color implies that sober days are over. 
We may let ourselves go a bit and in- 
dulge in colors matching our spirits. 
And if it is to be green, it is a favor- 
able omen, almost as though the green- 
backs of our national currency were 
freely circulating. The dyer’s art can 
creat symphonies in green to suit all 
tastes and purses. When fashion adopts 
a color, we become sensitive to its rich 
meaning.” 


Whats New 


New Oxford Pattern 


Boston, Mass.—The Green Shoe 
Mfg. Co. introduce this season a new 
and unusual oxford pattern for grow- 
ing girls under the name of “Tygore,” a 
name derived from the construction and 
pattern feature of the shoe. By an 
ingenious arrangement of concealed 
goring and upper leather strips they 
have evolved a shoe of the oxford type 
which can be slipped on or off the foot 
without unlacing, and is always ad- 
justable for snug ankle fit. The appeal 
of such a shoe to the younger genera- 
tion, always in haste, is obvious. 

In appearance the shoe is smart, 
modern and unusual. To protect the 
exclusive rights to manufacture, me- 
chanical patents have been applied for, 
since the basic feature is one of con- 
struction rather than design, although 
the result is as original in appearance 
as in practicality. 


Interesting Fair Exhibit 
Cuicaco—The makers of Buster 
Brown and Brownbilt shoes are giving 
the Fair-goers something novel in the 
way of entertainment and foot educa- 
tion at the Century of Progress this 
year. They have an ideally located dis- 
play in the General Exhibits Building, 
and are offering an interesting mari- 
onette show for the kiddies, built 
around the story of Buster, Mary Jane, 
and Tige, and their ability as detectives 
in capturing the famous bank robber, 


“Twillinger.” This portion of the booth 
is drawing a record attendance. 

Another portion of the display space 
is equipped with two X-ray machines. 
These machines are manned by a group 
of young men who have been thoroughly 
trained in the work of analyzing the 
faults of shoe fitting through the use 
of X-ray equipment. Each analysis is 
being recorded by typists, and a copy 
of this record is given to the visitor, to- 
gether with literature describing the 
construction and benefits of the various 
Brownbilt lines. A duplicate of each 
record is being retained, and will be 
forwarded to the various Brownbilt 
merchants in the cities from whence 
the visitors came. 


Godman Sales Meeting 


CoLumBus, O.—The semi-annual 
sales conference of the H. C. Godman 
Co. was attended by the 53 traveling 
salesmen attached to the sales staff. 
The conference was in charge of B. M. 
Crompton, sales manager. Others who 
spoke were Fred A. Miller, president ; 
T. E. Kavanaugh, vice-president, and 
J. L. Davis, comptroller. 

It is announced that the Logan 
(Ohio) unit of the Godman organiza- 
tion started operating a week ago and 
the lasting department is now in opera- 
tion. This plant will produce girls’ 
and misses’ shoes to sell at $1.79 and 
$1.98 and also comfort shoes and boys’ 
McKays to sell at $2. The two new 
units in Thurman Street and Fulton 
Street in Columbus are also in opera- 
tion. In fact, the 19 units are operatin:: 
to full capacity with a daily output of 
32,000 pairs. 
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Why Is This Shoe 
Worth the Money? 


[CONTINUED FROM PAGE 26] 


were not told “Do this—or else—.”’ The 
method used was to post the daily 
average sales per man in the wash 
room. That was enough. 

When a man would see his average 
below that of the other fellows in the 
store, he would naturally start to an- 
alyze himself to see what was wrong. 
This posting of averages is much more 
resultful than advertising the exact 
dollar and cent sales, because a man 
will keep that one unit sale average 
right in his mind when he is doing a 
job on the fitting stool. Then the 
thought will persist that he must bet- 
ter this record. 

Let’s look at the record. Fully 60 
per cent of our shoe business is at 
$10.00 and $10.50, with the balance up 
to $11.50. The average shoe sale 
reckons at $10.60. The average sales 
check right now is about $12.85, the 
difference being sales of accessories, 
all sold by telling the customers the 
use of the goods. 

Individual sales records show the 
following: results for a nine-months’ 
period: Salesman A. Sold, 48 per 
cent of his customers hosiery; 40 per 
cent of his shoe sales were P.M.’s and 
on 10 per cent of his sales he sold two 
or more pairs of shoes. 


Salesman B, who has been with the 
store 14 years, and is the oldest man 
on the floor, both from service and age, 
43 per cent hose; 18 per cent, P.M.’s, 
14 per cent multiple shoe sales. 

Salesman C. Thirty-two per cent 
hose, 17 per cent P.M.’s, and 12 per 
cent multiple sales. 

Salesman D. Sixty-six per cent hose, 
34 per cent P.M.’s, 18 per cent multi- 
ples. 

A new man during a month’s trial 
period made this showing: 66 per cent 
hose, 3 per cent P.M.’s, 14 per cent 
multiples. He got the job. 

Here are some daily averages for 
the current month showing how the 
individual sales rank; $12.84, $13.36, 
$13.96, $13.86, $12.59, $15.25, $13.12, 
$12.77, $13.64 and $14.56. 

The high daily sale average is 
$20.24 for one man, which is real sell- 
ing in any shoe store. 

Another point too, is the multiple 
sales. If a man sells 100 customers 
per week, and of that number will 
average to sell 10 per cent of them 
one or more pairs of shoes, that means 
he will sell some 500 pairs of shoes 
more per year. With eight men on the 
floor and with shoes selling at an aver- 
age of $10.60 a pair, that figures to the 
neat sum of $42,400 extra yearly bus- 
iness, alone due to the power of in- 
telligent suggestive selling. 


B recommending 


foot comfort wher-_ 


ever it is needed 
you insure better 
shoe fitting and 
customer satisfac- 
tion. Make the most 


of your distinction as” 


a Dr. Scholl dealer. 
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SALE 
SENTENCES || Want PUNCH in 


SALE Your SALE NAME? 


PHRASES Want PULL in 
Your SALE COPY? 


Want PEP in 
Your SALE LAYOUT? 


Then mail this coupon NOW 


Boot and Shoe Recorder, 239 W. 39th St., New York 
| Here's my Dollar—send me a copy of 
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| SALE SUGGESTIONS for COPYWRITERS | 


that put MORE SELLING PUNCH in sale ads. 


[ever MERCHANT AND ADVERTISING MAN SHOULD HAVE THIS reget 


There's a new regime at Hotel LaSalle—a friendly 
"“what-can-we-do-for-you" spirit that will make you 
happy here. 


You'll find us cheerfully ready to serve—anxious 
to make you feel at home—determined to win 
your constant friendship! 


Here's a famous hotel, with outstanding facili- 
ties, and yet with warmth and hospitality that evi- 
dences our personal interest in you. 


Our rates will please you, too! 


James Louis Smith, Manager 


LaSalle Street at Madison 


HOTEL L»SALLE CHICAGO 
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Children's Footwear 


MRS. DAY’S IDEAL BABY SHOES 
infants’ Soft Seles...0-3 
Intermediates ....... 1-5 
Flexible Hard Soles..2-8 

Send for In-Stock 
Catelog 
MRS. DAY'S IDEAL BABY 


SHOE CO. 
st. Danvers, Mass. 


The nationally known traveling slipper 
NOW AVAILABLE 


in Celanese Moire—in Black, Maroon, 
Dark Blue, Powder Blue, Forest Green 
and Scarlet. They will increase your 
sales. Order a run of sizes. Price— 


with envelope case........ $1.50 pr. 
SWAN SHOE CO., Inc. 
Manufacturers 


2201 Aisquith St., Baltimore, Maryland 


Play Shoes 


“PLA-SHU” 
Inexpensive All Leather 


Made on new UCO process, no staples. Made 
over RROUWER’S Research Last #8. 


IN-STOCK 
Muleskin 
Sand with Brown Trim 


Same Elk 

Smoked with Tan Trim 

Packed 24 pairs to the case. Sizes 6-11 with 

leather spring heel. All others, rubber heels. 

Popular priced, Hygienic Health Shoe. The 
rous leather gives foot ventilation. ‘‘PLA- 
HO” circular sent on request. 


MONDL MFG. CO. - - - Oshkosh, Wis. 


PORTLAND, ORE.—The Gallen Kamp 
Stores, Inc., with 74 shoe stores on the 
Pacific Coast, are coming into Port- 
land with a new shoe store shortly. An 
elaborate new store front and windows 
are being installed at this corner. The 
spectacular front will be given a treat- 
ment of chromium and yellow formite, 
while the interior will be finished in 
thoroughly modern style. 


BOOT AND SHOE RECORDER, June 16, 1934 


Factory 
Changes 


Starts Branch Plant 


MILWAUKEE, Wis.—The B. B. Shoe 
Co., 1308 W. Fond du Lac Avenue will 
begin operation of a branch plant at 
Mayville, Wis., about July 15, occupy- 
ing the factory once used by the Harsh 
& Chapline Shoe Co. 

The B. B. Shoe Co. has obtained use 
of the plant from the city of Mayville. 
With FERA money Mayville recently 
has been enlarging the shoe plant, and 
the B. B. Co. has ordered equipment 
which will be installed shortly. The com- 
pany will make a cheaper grade shoe 
at the Mayville plant, according to 
present plans, says John G. Gettle, 
Milwaukee plant superintendent. Pro- 
duction of higher grade shoes will be 
continued at the Milwaukee plant. 


New Vice-President 


BROOKLYN, N. Y.—William Bressler 
announces that at a recent meeting of 
the board of directors, Ixon H. Shap- 
ack, formerly Clarendon Shoe Co., was 
elected vice-president. 

Ixon H. Shapack in the last few 
years experienced every angle of both 
manufacturing and retailing in the 
shoe business, and gained wide knowl- 
edge of every factor in the manufac- 
ture of women’s fine shoes. He was as- 
sociated with the Clarendon Shoe Co. 
for many years. He sponsored and 
merchandised the retail division of 
Jetta shoes in Brooklyn, is at the pres- 
ent time sponsoring Shapack Sons Co., 
wholesale women’s better shoes in the 
Marbridge Building, and now he is as- 
sociated with the Bressler Shoe Co., 
Inc. With the background of manu- 
facturing, wholesaling and retailing, 
Mr. Shapack is well qualified to decide 
price lines. 

It is Mr. Shapack’s contention that 
shoe buyers are now quality minded. 
They are coming to the Brooklyn mar- 
ket looking for Brooklyn shoes as made 
in the past and not as in recent years. 
It appears as if the buyers in selecting 
better shoes think of Brooklyn, and in 
their lower priced points, other sec- 
tions of the country. He further states 
that the leading quality manufacturers 
of Brooklyn are happier than they have 
been for the past three years, and are 
cooperating with the retailers to the 
best of their ability, such as bringing 
out high light patterns and patenting 
same so as to give retailers protection. 


New Firm in Chelsea 


CHELSEA, Mass.—Milsons Shoe Co., 
new, is to make women’s McKays at 
54 Auburn Street. Harry Scutt is pres- 
ident, Charles H. Milender, treasurer 
and Louis Milender, clerk. 


Swan Increases Capacity 


BALTIMORE, Mp.—An indication of the 
general improvement in business is 
given by the factory increase recently 
made by the Swan Shoe Co. of this 
city. The stock rooms up to now oc- 
cupying a part of the main floor of their 
building on Asquith street, have been 
removed to the second floor and the 
entire main floor will be devoted to 
production of their lines of slippers, 
boudoirs, pullman and sheepskin cuff 
slippers as well as the prewelt line of 
children’s shoes. The change will give 
an increase in capacity of 50 per cent. 
This addition has been badly needed for 
some time back and now that it has 
been made, orders can be taken care 
of with absolute promptness, and the 
stock lines kept fully up to require- 
ments. 

T. M. Huntly who is well known 
through thesouthern territory has joined 
the selling forces of the company and 
will cover the southern seaboard and 
Gulf states, a territory not previously 
well covered for the house. His present 
showing of business from this field 
indicates clearly that trade’s apprecia- 
tion of the line. 


Schiff Branch in Youngstown 


YOUNGSTOWN, OHIO—A new shoe 
store employing more than 50 persons 
has been opened here by the Schiff Shoe 
Co. at 23 Federal Street, under the man- 
agement of Joseph Marks. The store 
is one of the largest retail footwear 
stores in the downtown section. 


DATES TO REMEMBER 


Boston Shoe Fair, Displays in Hotel Stat- 
ler and Copley-Plaza. 
National Convention Shoe Whole- 
salers, 
General Convention N. E. Shoe Re- 
tailers, 
Directors Meeting N.S.R.A., 
Harbor Outing, Boston Shoe 
Travelers Assn., 
All at Boston ................. July 9, 10, 
Boot and Shoe Travelers’ Assn. of New 
York, Annual Outing to entire shoe 
industry, Glenwood Landing, L. I... July 
New York State Shoe Retailers’ Annual 
Convention, Hotel Statler, Buffalo, 
Sept. 9, 10, I! 
National Industrial Stores Association 
Annual Convention, Wm. Penn Hotel, 


Pittsburgh, Pa. .......... Sept. 10, II, 12 
N.S.R.A. Style Conference, Hotel Astor, 
New York .................. Sept. 24, 25 


Spring (1935) Leather Opening, Hotel 
Astor, New York Sept. 24, 25 
National Shoe Retailers Association An- 
nual Convention (city to be announced 
Ce Jan. 6, 7, 8, 9, 1935 
National Seasonal Opening, National 
Boot and Shoe Manufacturers Asso- 
ciation, St. Louis, Mo.. Jan. 7, 8, 9, 1935 
Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Rapids ............. Jan. 20, 21, 22, 1935 
Middle Atlantic Shoe Retailers Associa- 
tion (city to be announced later), 
Jan. 21, 22, 23, 1935 
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Real Old-Fashioned Outing by 
New York Shoe Travelers 


NEW YorRK, N. Y.—Great prepara- 
tions are being made by the committee 
in charge of the coming outing of the 
Boot and Shoe Travelers’ Association 
of New York, according to secretary 
Charles V. Havranck. This outing 
which will be held.on July 19 will be 
(to quote this very energetic worker) 
“is a gesture of confidence for the fu- 
ture of the shoe business. Our Associa- 
tion will hold an old-fashioned outing, 
with all the usual features, including 
a golf tournament. 

“The outings held by New York Shoe 
Travelers Association in the old days 
were looked forward to by the entire 
shoe industry with genuine pleasure. 
The event was recognized as a shoe holi- 
day. Buyers, manufacturers, retailers 
and salesmen made it a point to be in 
New York on that date. California 
greeted Massachusetts and Minnesota 
welcomed Texas. 

“It is for the purpose of renewing 
old, and making new acquaintances that 
every effort will be made to revive this 
spirit of Good Fellowship. 

“After much effort we have obtained 
the golfing privilege of the Engineers 
Golf Club, now called the Roslyn Har- 
bor Golf Club, for the day. This lay- 
out will give the “Cracks” every op- 
portunity to prove how good they are, 
and the “dubs” a chance to show how 
good they think they are. 

“All the real champions of the coun- 
try have played this course, so you 


will be following celebrated footsteps 
whether you be a “crack” or “dub.” 

“The main outing will be held at 
Karatsony’s, Glenwood Landing, L. I., 
where a steak luncheon will be served 
early in the day, and a shore dinner 
in the early evening. Sports will in- 
clude a baseball game, horseshoe tourna- 
ment, foot races of all kinds, card 
games, checker games, and other out- 
door and indoor sports. Liquid refresh- 
ments in varying degrees of potency 
will be served.” 

All shoe trade associations in and 
about New York have been invited to 
join the travelers in their outing. Sev- 
eral organizations including the newly 
formed New Yorker Shoe Club have 
already signified their intention of at- 
tending in a body. Some of the trade 
organizations invited to the party are 
the New York Shoe Manufacturers 
Board of Trade; the National Shoe Re- 
tailers Association through John J. 
Holden, manager; Tanners Council of 
America; Shoe Manufacturers Council 
of New York, and the National Coun- 
cil of Shoe Retailers. 

Every shoe salesman whether he be- 
longs to the association or not is wel- 
come to attend, as are all persons 
connected with the shoe, leather and 
allied trades. Plans are made to accom- 
modate a thousand or more shoe men. 
Transportation is included in the price 
of the five dollar ticket. 


Opens Sales Offices 


New YorK—Jacques S. Hirsch, a 
prominent New York shoe retailer, joins 
with Edward Albert, formerly of J. 
Albert & Sons, in the opening of manu- 
facturing selling offices in the Mar- 
bridge Building. Jacques Hirsch comes 
from one of ‘the old well-known shoe 
families which operated the L. M. 
Hirsch Shoe Company operating at re- 
tail for the last five decades. For the 
past two years Mr. Hirsch was the 
president of the “Shoe Merchants Coun- 
cil of New York.” 

Edward Albert, who with his father 
conducted J. Albert & Sons, one of the 
large Brooklyn manufacturers of shoes 
which liquidated about two years ago, 
is one of the well-known men in the 
industry. 


Marconet Changes Territory 


H. E. Marconet, who has been carry- 
ing the Selby line for many years and 
who has lived in Portsmouth for more 
than 20 years, has moved his residence 
to New York City. His new territory 
consists of New York State. 


Opens Boston Buying Office 


Boston, Mass. — Morton’s Shoe 
Stores, Inc., has opened a new office in 
the Essex Building, 212 Essex Street, 


for the purpose of buying and promo- 
tion of its chain of stores located in 
New England. 

M. Gilbert is in charge of the Buying 
Department, and the advertising is be- 
ing directed by E. Orner, formerly with 
The Vox Company of Advertising, Inc., 
New York City. 

A new unit in the chain will be opened 
in New Haven at an early date. 


Adams Representing Ault 
Williamson 


AUBURN, ME.—Ault Williamson Shoe 
Go. announces that Edward Adams, who 
for 12 years represented Lunn & Sweet, 
will now sell their line of turns and 
Ault-Shackford welts in that territory 
known as the “49th State” or greater 
St. Louis, parts of Missouri, Kansas, 
Oklahoma and Illinois. 


"Clint" Clark With Zulick 


“Clint” Clark, well known to shoe 
buyers because of his thirty years on 
the road with well known lines, has 
just gone with J. S. Zulick & Co. of 
Orwigsburg, Pa., having resigned from 
the employ of the H. W. Merriam Shoe 
Co., Baltimore, after seventeen years’ 
service. Before going with Merriam, 
Mr. Clark sold “Pla-mate”’ shoes for 
Williams, Hoyt & Co., in the South, fol- 


The biggest cam- 
paign of its kind ever 
conducted —Dr. 
Scholl’s Foot Comfort 
Week. Millions of 
people are reading 
about it. Millions will 
be buying. Get your 
share of this business 
by displaying Dr. 
Scholl merchandise in 
your window. 


lowing the retirement of John G. Town- 
send. In all Mr. Clark sold shoes in 
Dixieland a quarter of a century, and 
the Southland became “home” to him. 
His one regret is that he will not see 
his old friends in the South as often 
as heretofore, but “Clint” is still young 
and he may again travel “datta way,” 
no telling. 

Mr. Clark’s territory with the Zulick 
line is New York state, New Jersey, 
Pennsylvania, Ohio and Indiana. In 
addition he will sell the juvenile line of 
welts in Indiana, Ohio, West Virginia 
and Kentucky, made by the Willetts 
Shoe Co. of Halifax, Pa. The Zulick 
line up to recently consisted of Compos 
and Puritan welts. It recently added 
a fine line of Goodyear welts, the super- 
vision of which is by Arthur L. Zulick, 
who also is stylist. Mr. Clark is now 
among his buyers, most of whom are 
old acquaintances. 


Opens Dallas Sample Rooms 


DALLAS, Tex.—A permanent sample 
room has been opened at 908 Commerce 
Street, by Marc Baumoel and Martin 
Cohn. They will represent several 
Eastern Specialty houses as Schworm 
& Finke Shoe Co., A. G. Walton Co., 
Medway Shoe Co. and Standard Foot- 
wear Co.’s beach sandals and house slip- 
pers. 

In St. Louis, Mr. Baumoel has sam- 
ple rooms at 1208 Washington Avenue, 
where the same lines are on display. 
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28 Goodhue St., Salem, Mass. 


Leathers 


R. NEUMANN & CO. 


HOBOKEN NEW JERSEY 


Designing Welt Line 

New York, N. Y.—Grossman Shoes, 
Inc. have announced that arrangements 
have been completed whereby H. B. 
Delman is to design and style the 
Grossman line of spectator and active 
sport shoes. The Grossman factory re- 
cently adopted the Del-Welt system of 
making flexible welt shoes. Under the 
new set-up with Mr. Delman, the de- 
signs of all shoes, made by this process, 
will be styled and copyrighted by him 
and sold under the Delman name. The 
retail price of this line will start at 
$12.50. 

This new alliance makes it possible 
for stores now garrying Delman’s 
bench-made turn line to add a greater 
variety of sports and spectator types 
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with the appeal of the Delman name 
and styling, plus the new flexibility of 
the Del-Welt system. Stores which 
have been carrying the Grossman line 
will, likewise, find increased profits 
from the appealing variety of Delman’s 
high-grade patterns. 

The new line will be sold and shown 
to the trade by both the Delman and 
Grossman organizations. Mr. Delman 
is leaving on a trip to the West Coast, 
while Bill Brayton of the Grossman is 
also leaving for his regular West Coast 
territory. Two other Grossman rep- 
resentatives who cover the Middle West 
and the South are on their trips. 

Last season the Delman New York 
retail business was transferred to Saks- 
Fifth Avenue. This new arrangement 
with Grossman, according to Mr. H. B. 
Delman, is another forward step in the 
merchandising of high-grade shoes by 
Delman throughout the nation. 


With Boyd-Welch 


ATLANTA, GA.—Olin White, formerly 
with the Griffin-White Shoe Company, 
of Brooklyn, N. Y., is now with the 
Boyd-Welch Shoe Company, of St. 
Louis, and will cover Southeastern ter- 
ritory for the firm. He expects to make 
his headquarters in Atlanta and will 
move his family here from Brooklyn 
early in the Fall. 


Catalogs of Servus 


Rock IsLAND, ILL.—Hats off to the 
Servus Rubber Co. for their two newest 
catalogs! (Canvas Rubber Soled Shoes, 
and Rubber Footwear For Stormy 
Weather.) The one on canvas shoes 
takes for its theme-song “America Is 
Play-Minded,” and is neatly decorated 
with action photos a la Moderne Tempo. 
Some new and outstanding features of 
this particular line are: the Propr-Bilt 
Play-Kicks in a popular price range, 
Propr-Bilt Basket Ball Shoe embody- 
ing all the safety and health factors, 
the Phog-Allen Gym shoe for women, 
the Servus Special Kit-N-Ball shoe, 
and some new Pla-Shu models. In the 
“Stormy Weather” catalog are illus- 
trated besides the general, industrial, 
safety, fishing, and hunting lines; all- 
rubber dress gaiters for women (three- 
snap and slide fastener models) and 
lined and unlined “Shur-Fit” dress rub- 
bers. 


Obituary 
Thomas A. Welch 


LYNN, Mass.-Thomas A. Welch, 
known as “Tom” Welch to shoe buyers 
far and wide, died at his home in Lynn, 
after an illness of six months. He 
was born in Lynn, October 28, 1880, 
was graduated from Brown University 
in 1919, and after that he started in 
the shoe business with Welch & Landre- 
gan, of Lynn, his father, the late Mar- 
tin E. Welch being senior partner. He 


continued with the Welch Shoe Co., 
successors to the former firm, and later, 
with Reuben H. Mitchell formed the 
Mitchell, Welch Shoe Co., continuing 
with that firm until its liquidation. He 
sold shoes for these several concerns, 
and he made many friends along the 
routes over which he traveled. 

Mr. Welch was a member of the Ox- 
ford club of Lynn, of the Tedesco club 
of Swampscott and of Theta Delta Ki 
fraternity of Brown University. He 
is survived by his wife, two children, 
his brother Edward C. Welch who was 
his partner in Mitchell, Welch Co., his 
sister and his mother. 


Elijah Belding 


SPRINGFIELD, Mass.—Elijah Belding, 
87, retired treasurer of McIntosh & 
Co., shoe manufacturers and whole- 
salers here, and widely known in New 
England shoe manufacturing circles, 
died at his home in West Northfield, 
Mass., June 3, after a week’s illness. 

He was the last surviving member 
of the original firm which is still active 
in the wholesale shoe field. 


John M. Smashey 


BRIDGETON, N. J.—John M. Smashey, 
49, died in the Bridgeton Hospital after 
an illness of a few weeks. He is a 
well known shoe merchant and a brother 
of I. C. Smashey, director of the Mid- 
dle Atlantic Shoe Retailers Association. 

John M. Smashey became identified 
with the shoe industry representing the 
Commonwealth Shoe & Leather Com- 
pany in 1917, traveling in the States of 
Pennsylvania, New Jersey, Delaware 
and Maryland. He represented this 
firm for about five or six years, and 
then covered the same territory for the 
C. B. Slater Company. For the past 
two years he has devoted his entire 
time to the Bridgeton, N. J., store, 
which he opened in September, 1920. 

The Smashey Shoe Store in Salem 
was founded about 106 years ago, and 
today, with but one exception, is the 
oldest shoe business in America that 
was operated continuously by the same 
family. 

Jack Smashey, as he was familiarly 
referred to everywhere he was known, 
was a natural leader, piloting many 
organizations with which he was afiili- 
ated. He was president of the Bridge- 
ton Merchants’ Association for several 
years, was its secretary and its trea- 
surer, and during his active participa- 
tion in its affairs it was one of the 
leading South Jersey associations of 
merchants. He was director and leader 
of the widely known men’s chorus of 
the West Presbyterian Church, and 
maintained a high standard for the 
organization as long as his health per- 
mitted him. He was equally well known 
in the Sunday-school work of his church 
and was a prominent figure in the Cum- 
berland County Federation of Men's 
Bible Classes, even after his health pre- 
vented him from active participation. 
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Perpetual Inventory Assures an Increased Profit 
--.and Lowers Your Insurance Cost... 


Recorder Stock Record Cards Supply a Perpetual Inventory 


BOOT &. SHOF 


RECORDER || 


Helps you to “buy 
as you sell’ — to 
know whether each 
shoe is paying its 
way with a profit, 
to go light on slow 
movers, to re-size 
frequently on 
wanted styles and 
sizes. 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


DEALERS, CHICAGO AREA: 209 So. State Street, Chicago, Iino 
C+) Please send me samples and prices of your Stock 


Personal service available on above subjects—also in ee 
merchandise promotions—at nominal cost. 


When writing advertisers please mention Boot and Shoe Recorder 
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WANT 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


SALESMEN WANTED 


LINE WANTED 


WANTED TO PURCHASE 


WANTED Salesman on straight commission 

basis to carry a very popular line women’s 
active sport and spectator types for old estab- 
lished concern. Over 100 numbers carried in 
stock. Territory open Chicago, Cook County, 
states of Illinois and Wisconsin. State ex- 
perience and references with pega. Ad- 
dress D-761, care of Boot and Shoe Recorder, 
140 Federal Street, Boston, Mass. 


ALESMEN wanted to carry a good line of 

spats as a sideline. Address D-748, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


OFT Sole Slipper Manufacturer desires side- 

line salesmen. All territories open. Com- 
mission basis. Dry Dock Slipper Co., Inc., 39 
East 19th Street, New York City. 


ANTED: Side line representatives to carry 

the practical “Step Rite” line of interme- 
diate creeping and first walking shoes. ood 
territories open. Line short, approximately 
thirty shoes. Market wherever infants’ shoes 
are sold. Commission 10%. If you know 
your trade, write C. H. Hawkes & » Roch- 
ester, 


SALESMEN wanted with established territory 
to carry as side line on commission basis, 
full line of ladies’ and men’s leather and soft 
sole house slippers. State territory covered 
and lines now carried. Liberal commission. 
Address D-766, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


WELL-KNOWN shoe polish manufacturer 

will have vacancies on sales force in many 
states. This is a real opportunity for salesmen 
with followings. Apply aia B. Bennett, 
49 Wooster Street, New York City. 


EXPERIENCED Shoe Dressing salesman. Fif- 
teen years with one of the leading polish 
manufacturers. Acquainted with Canadian ter- 
ritory and all States West of Indiana. Willing 
to locate anywhere. A 1 reference and sales 
record. Address Mr. W. E. Nissen, care Boot 
& Shoe Recorder, 209 South State Street, Chi- 


cago, Illinois. 


WANTED: Line shoes for Illinois, Indiana, 
Wisconsin. Experienced salesman; good 
following; either men’s, women’s, children’s. 
Address D-763, care Boot and Shoe Recorder, 
209 S. State Street, Chicago. 


SALESMAN—with large following open for 
line of shoes. New York State west of 
Albany. Travel by auto. Reliable reference. 
Address D-763, care Boot’ & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


FOR LEASE 


Large, active midwest city. 150,000 population. 
Address D-765, care of t & Shoe Recorder, 
209 South State Street, Chicago, I 


ARRISBURG, PA., space in women’s ready- 

to-wear shop, 13%4 by 40, with 21 toot 
separate window to lease at flat rate to respon- 
sible party. 100% location. Reply care of 
Box D-762, Boot & Shoe Recorder, 239 West 
39th Street, New York City. 


SALESMAN WANTED. We have Indi 
Illinois-lowa-Minnesota open for strongest 
line stitchdown carried in stock in Chicago to 
retail one dollar and up. References and ex- 
perience first letter. onderful opportunity 
for good salesmen. Address D-764, care of 
Boot & Shoe Recorder, 209 South State Street, 


Chicago, Illinois. 


FOR SALE 


ESTABLISHED shoe store for sale or part- 
ner. 37-16 82nd Street, Jackson Heights, 


New York. 


MERCHANTS’ NEEDS 


SIGHERS AND ENGRAVERS 


THE AMERICAN PRINTING CO 
314-316 E 12th St. CINCINNATI. 


Mule now fot Samper 


WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks, Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
Quali Bos- 


ity, reserver, Queen ty, 
IRVIN BUBIN 
“The House of Jobs’’ 


88 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 


POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 
—BUY FOR CASH— 
entire or surplus stocks of 


SHOES—DEPT. STORES 
Leases assumed Transactions confidential 


Buyers of Surplus Stocks 


We will 
QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Werth 2-5377 and 5378 


Holmes Secretary Buffalo 
Retailers 


BuFFaLo, N. Y.—At the regular 
monthly meeting of the Buffalo Shoe 
Retailers Association, Robert L. Holmes 
was elected secretary to fill the balance 
of the term. His address is 3270 Main 
Street, Buffalo. Plans for the coming 


_ convention of New York State Shoe 


Retailers, to which the local shoe as- 
sociation are to act as host, are pro- 
gressing very satisfactory. 


$1.25. When a box numb 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 

er is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
© Advertisements for this page must be in our New York office on Friday of the week preceding publication. © 


When writing advertisers please mention Boot and Shoe Recorder 
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Retailers to Discuss 
Early Fall Opening 
[CONTINUED FROM PAGE 32] 


The traditional hospitable courtesies 
that always have marked the Annual 
Boston Shoe Fair will not be overlooked 
this year. The chief feature will be 
the yearly harbor outing and shore din- 
ner under the independent direction of 
the Boston Shoe Travelers’ Association, 
headed by President George A. McIn- 
tire. The complete program will be an- 
nounced by President McIntire and his 
committee. 

In the meantime, the management of 
the Fair reports a most gratifying in- 
terest on the part of shoe manufactur- 
ers and the allied trades, the total 
number of applications for display 
rooms up to June 10 being in excess 
of those at the same date last year. 
Both the Hotel Statler and the Copley- 
Plaza are official exhibitors’ hotels, with 
the Ritz-Carlton reserved for sleeping 
accommodations but no_ exhibitors. 
Practically all of the 1933 exhibitors 
have applied for display space and 
there are a number of newcomers on the 
list. 


Boston Shoe Fair for 1935 

Although the 1934 Boston Shoe Fair 
has not yet been held, official announce- 
ment of the 16th annual Fair has been 
made. This event will take place in 
Boston during the Summer of 1935, 
the exact date to be published later. 

In giving out this information, the 
Executive Committee says: “We are 
making this announcement for the in- 
formation of the allied trades, and to 
assure our friends, the shoe retailers 
and wholesalers of the country, that 
as long as the New England Shoe and 
Leather Association continues to func- 
tion, and as long as the New England 
spirit survives, they may count on 
there being a yearly Summer shoe and 
leather market-week in Boston. New 
England has been making footwear for 
300 years, and is the recognized cradle 
of the industry. It expects to keep on 
making shoes for at least several more 
centuries.” 


New Portland Store 


PORTLAND, ORE.—John Simpson, a 
veteran shoeman, has opened new and 
attractive shoe quarters at Southwest 
Park Avenue and Washington Street, 
in the heart of the city. 


Counter Reckoning 


LYNN, Mass.—Alarmed by the way 
counters are vanishing from shoes, like 
in the new barefoot sandals, counter 
makers started to make up a list of 
instances of turned ankles that came to 
their attention, but abandoned the en- 
terprise when one of their number said 
that turned ankles are only a few of 
the cases of foot troubles that come 
when the foot loses the support of good 
counters fitted to the last, and the shoe 
fitting to the heel of the foot. 


1934 


Shows Factory Samples in Store 


ATLANTA, GA.—A showing of sea- 
sonal styles in men’s shoes by the Net- 
tleton shoe department, at Zachry’s, 
with the cooperation of Paul Barcroft, 
Southern representative for the com- 
pany, and Paul Ballenger, manager of 
the department at Zachry’s was suc- 
cessfully staged. 

The showing consisted of 150 different 


styles ...the complete Nettleton Spring 
line, and created great interest. 

Special window and interior displays 
were made of the shoes, ranging from 
special order work to the last word in 
sports models, and it is interesting to 
note that the display greatly stimulated 
the sale of regular spring models by the 
department. 


Co-Eds Shine Shoes 


SEATTLE, WasH.—“Shine ’Em_ Up, 
Mister,” inquired beautiful co-eds this 
week as college girls of the University 
of Washington here, staged their an- 
nual Bootblack Day and serviced the 
footwear of the university men and 
women. The co-eds shined shoes on this 
“Senior Shine Day” to raise funds for 
a crowd of needy university students. 
There were 26 senior women in the 
large shoe-shine squad, armed with 
bootblacking and polishing cloths, and 
the girls were proud to shine for a 
real purpose. 


Long Season for Ski Boots 


Boston, Mass.—The longest season 
yet for ski boots and equipment in New 
England, for skiers skied into June 
in the White Mountain ravines, and it 
won’t be long now before the next Fall 
and Winter skiing season starts, the 
makers of shoes getting out their new 
samples and the landlords of New 
Hampshire making plans for entertain- 
ing the next crop of Winter sportsmen. 
June skiers wear shorts, and that’s 
something new in snow sport fashions. 


"Flats" for Sportswear 


SEATTLE, WASH.—The Junior Boot 
Shop introduced the new “flats” sports 
shoe for women and girls who take a 
sophisticated interest in outdoor ath- 
letics and recreation in Summer. The 
kid-lined, washable elk “flats” are for 
bicycling, as well as tennis and golf. 


THIS WEEK'S BOUQUETS 


RECORDER Is Part of His Business 


I find your magazine very helpful to me 
in my planning of seasonal events and ac- 
tivities. In fact I have begun to accept 
the RECORDER as part of my business and 
actually doubt whether I could get along 
without it. 


Manuel Kulwin, c/o Modern Bootery, Chicago. 


Heggen's Moving 


Des MoINnEs, Iowa—W. P. William- 
son announces Heggen’s Boot Shop will 
move from its present location, 506 
Walnut, to a new shop, 512 Walnut 
street about July 1. A closing out sale 
is now being conducted. A complete 
general shoe store will be operated at 
the new site, under the newly chosen 
name, Heggen’s Shoe Store. Mr. Wil- 
liamson will continue as manager of 
Crandall’s and of Heggen’s. A larger 
sales room and a new building will be 
advantages of the new location. 
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To 
Our Advertisers In This Issue 


Next Week 


yo. read a lot of interesting 
stories in the RECORDER about 
small-town shoe merchants who went 
to the big city—and made good. 
Next week we tell you the story of a 
city buyer who went to a small town 
and built a successful shoe business. 

Incidentally this man learned a lot 
of things he didn't know before about 
the shoe game. He discovered that 
the townsfolk know their shoes and 
demand first-class service in style and 
fitting. 

With Fall buying season here, it's 
time to give some real thought to the 
problem of selecting styles and types 
of shoes. Planning is vital, and next 
week we tell you about the system a 
successful Pennsylvania buyer uses. 
Don't Miss "Plan Before You Buy” in 
the June 23d RECORDER. 
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SHOE DESIGN 
FROM 
PHILIP LORMAN 


* 


Vow 


Has sold in high style merchandise for six years 
Has sold in volume merchandise for six years 
Has brought in repeat business for six years 


That’s why the bulk of production in the New 
Castle tannery this fall is again concentrated on 


( 


* * 


This pump of Indies Brown 
No. 172, trimmed with self- 
color stitching and a bow 
piped in beige silk kid, is 
the type of shoe that women 
will choose for wear with 
town costumes this winter. 
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Over 75% of sum- 
mer vacations are 
taken after July 
4th. 


One of the most 
important requi- 
sites in the vaca- 
tion wardrobe of 
every girl is spark- 
ling newness in 
costume and shoes. 
Even though white 
kid shoes were 
bought early in 


May, multitudes of 


girls prefer to have 
another style in 
white kid for wear 
on those occasions 
in mid-summer 
where appearance 
means everything. 
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the WHITE KID season 


The real demand for white kid shoes comes after most shoe stores have 
lowered their prices. Volume buying of white kid footwear does occur 
in July and August—usually the week before someone’s vacation starts. 


Too few shoe stores seem interested in the second sale of white kid shoes. 
They try to squeeze the allowance for summer shoes dry by July Ist .. . 
and it cannot be done. The overwhelming majority of girls are forced to 
wait until they actually need something before they buy. 


White kid shoes bought in early May have been worn continuously. 
They are still serviceable, but girls want shoes that are suitable for com- 
plementing the new, elegant afternoon and evening dresses selected for 


vacation conquests. This great contingent of the national shoe public 
will buy white kid shoes more than once if you are interested in their busi- 


ness and their wants. 


G. LEVOR 


GLOVERSVILLE, 


THE WHITEST 
NEW YORK 
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“The comfort, durabiity, and smart appearance 
of footwear, whether for sport or dress, depend 
largely upon the quality of the hidden parts of the 
shoe . . . The fusing qualities of Celastic insure a 
smart lines of the last are faithfully reproduced 
and maintained in the toe of the finished shoe. 
Celastic Box Toes are now universally used by 
manufacturers in all price fields. 
UNITED SHOE MACHINERY CORPORATION 


Boston, Massachusetts 


THE QUALITY BOX TOE 


When writing advertisers please mention Boot and Shoe Recorder 
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Getting to “THE BOTTOM” 


OF THE FOOT PROBLEM 


We can blame most of our foot trouble on 
ordinary shoes that do not properly sup- 
port the foot at the inner corner of the heel 
—caused primarily by lasts being made flat 
across the breast of the heel. Musebeck 
Lasts were the first to permit the building 


of shoes that fit closely at the inner corner 
of the heel—the point marked by the 
Health Spot Seal. 


Bottom view of Musebeck Last showing 
the three important points of support in 
shoes made over these lasts. 


A-THE METATARSAL ARCH- 


This last is not round on the bottom, but is ‘slightly 
hollowed out at the center of the metatarsal region to 
allow the building of a normal metatarsal arch in the 
shoe. Musebeck Shoe construction at this point forms 
a solid Jeather arch that maintains just the right eleva- 
tion throughout the life of the shoe. (Protected by Pat- 
ent No. 1,850,977.) 


B-THE CUBOID SUPPORT- 


The cuboid bone is the keystone of the weight bearing 
function of the foot. Shoes built over Musebeck Lasts 
give permanent solid support under the cuboid stream- 
line or outer, weight-bearing part of the foot. This 
eliminates elongation and maintains proper foot balance. 


C-THE HEALTH SPOT- 


The chief point of difference between Musebeck Lasts 
and other lasts. Years of research and actual shoe manu- 
facturing experience have proven that the Health Spot 
—(a point well back under the heel on the inside of 
the foot)—is the only logical spot at which enough sup- 
port can be given to straighten up the weak foot—and 
hold it in the normal position without cramping nerves 
and blood vessels of the foot. Musebeck Shoe construc- 
tion at the Health Spot follows the contour of the nor- 
mal foot and directs body weight to the cuboid stream- 
line—the outer and natural weight-bearing part of the 
foot. (Construction protected by Patent No. 1,916,198.) 


AS YOU BUILD FOOT HEALTH WITH HEALTH SPOT SHOES — INCREASED SALES BECOME AUTOMATIC 


MUSEBECK SHOE COMPANY 


DANVILLE ILLINOIS 


When writing advertisers please mention Boot and Shoe Recorder 
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GOODRICH 


heel that gives even the finest 
shoe sales advantages 


You've had to rely on uppers to give you sales points for your 
shoes, and technicalities of leather are hard to get a man in the 
street to understand. Now Goodrich offers a heel packed with sales 
advantages—improvements that every wearer of shoes will want, 
and will appreciate. Vogue Heels look better, wear better, feel 
better—and that’s language everybody understands. 


Look Better. Vogue Heels are made with a wood core 
instead of washers. Nail heads grip this wood core and bind the 
heel more tightly to the heel seat. Attaching edge is therefore always 
smooth and neat, and the heel cannot become loose. 


Wear Better. There is more rubber between Vogue’s 
wood core and the wearing edge than between the washer and 
wearing edge of any washer heel. Also, Vogue Heels will not easily 
run over, as their permanently tight heel seat, made possible by 
the wood core, prevents wrenching action of the heel which is a 
cause of rapid wear. 


Feel Better. Vogue is 25% lighter. In addition it has 
genuine orthopedic value—it eliminates the play or wrenching within 
the heel which is always present in washer-type heels and which 
is one of the chief causes of discomfort and fatigue in walking. 
Long atter other heels would be wom out or kicked off, Vogue Heels 
will still be making the wearer conscious of the comfort and value 
you gave him. Vogue Heels on one pair of shoes will help sell the 
next pair, and keep your customers for you. 

\ Any shoe can afford Vogue Heels and every shoe should have 
them. Ask to see shoes with Vogue by Goodrich. The B. F. Goodrich 
Rubber Company, Mechanical Rubber Goods Division, Akron, Ohio. 


Rubber Heel 


When writing advertisers please mention Boot and Shoe Recorder 
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SELLING HELPS 
for “The Clinic Shoe’ 


Every Wide Awake Shoe Merchant 


- finds in the “Clinic Shoe” a sure means of building a 
steady repeat volume among “The girls who stand on 
their own.” It is the ideal professional shoe. It is 
designed to prevent foot-fatigue by holding the arch in 
balance, being made over foot-fitting lasts. 


For the housewife, or the teacher, or beauty operators, 

or nurses, and for clerks in stores, or waitresses, the 

Clinic Shoe insures morning freshness thru the day. 

If you wish to sell shoes for the right purpose, and to Pay 

insure your customers’ Foot Health, the Clinic Shoe + / SMARTLY STYLED 


is an-“open door” to a better store service. 


tation Tip blucher oxford, Hard 
box toe, white kid quarter lin- 


A Natural Color Display Card Fine 
ege r ced, 
2 Color 4 Page Mailing Piece Na p 


THE JUVENILE SHOE CO 
OF AME 


R 
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